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Army, Air Force 
Gird for Annual 
Ad Fund Battles 


WasHIncTon, April 15—April in | 
Washington brings cherry blossoms | 


and tourists. 

It also brings an annual congres- 
sional probe of the recruiting ad- 
vertising programs of the armed 
services. 

The outline of this year’s argu- 
ment is still vague, but the pre- 
liminary data, released by the 
House appropriations committee 
today, shows that the discussion is 
at least as opinionated as it has 
been in the past. 

This year’s set-to is particularly 
interesting because the armed 
services hope to step up their ad- 
vertising substantially. 

Under the recruiting plan ap- 
proved by the “Eisenhower team” 
at the Pentagon, there will be two 
separate advertising programs in- 
stead of a joint Army-Air Force 
project as there has been in recent 
years. 


= The plan submitted to Congress 
alls for a new $1,200,000 advertis- 
ing fund for Air Force recruiting. 
Ai the present time the joint pro- 
gram has a $1,250,000 advertising 
budget, with about $500,000 of the 
total earmarked for Air Force 
projects. The 1955 plan would give 
the Army about the same amount 
of money that the services are cur- 
rently splitting between them. 
Final decisions are still being 
reviewed, but it is considered like- 
ly—assuming Congress gives its 
okay-—that the Air Force and the 
Army will each have their own ad- 
vertising agencies for the fiscal 
year which begins July 1. In ad- 
dition, the National Guard, which 


has its own agency, is requesting | 


$300,000 for recruiting and publi- 
city. 
For the past two years the joint 
. Army-Air Force account has been 
in the hands of Dancer-Fitzgerald- 
(Continued on Page 77) 


Now...enjoy sweet foods and 
protect your teeth from cavities 


Now white Ipana with WD-@ inhibits tooth-decoy acids’ 


| 


Dent cut domo smcots ..dp cot down covitie with new jpons’ 

Fg y Sout 
ees ew white IPANA 

ek oon with Acid-inhibitor WDO-9 


LET THEM EAT CAKE—This Ipana ad set 
off a blast by the American Dental Assn. for 
encouraging unrestricted sugar consump- 
tion. The copy claims “brushing with new 
Ipana after eating really works,” but adds, 
“no dentifrice can stop all cavities.” 


‘Unthinkable’ ... 
Dentists Sound 
Sour Note for 


Sweet Tooth Ad 


Cuicaco, April 
Bristol-Myers and _ you've 
holes in your head, the American 
Dental Assn. in effect told Ipana 
users this week. 

Aroused by Ipana’s latest dec- 
laration—‘‘Now you can eat the 


16—Listen to, 
got | 


TV Regulars to Get 
Evicted as Networks 


Switch Programs 


New York, April 15—In the fu- 
ture the tv network salesman who 
dares to use the traditional get- 
y oursel f-a-time-franchise argu- 
ment on a prospective advertiser 
will do so at his own risk. 

If he picks one of several spon- 
sors and agencies now caught in 
time shifts at National Broadcast- 
ing Co., and to a lesser extent at 
CBS Television, he may get 
thrown out on his ear. 

The networks have created this 
situation by making increased use 
of their contractual right to drop 
an advertiser at the end of a show 
cycle—just as the spensor has the 
right to drop the network. The 
networks in some _ cases have 
asked advertisers to move out to 
make room for other advertisers; 
in other instances sponsors have 
|; been requested to drop a show 
| they like in favor of one preferred 
by the network. 


,@ The latter unhappy group in- 
cludes three Monday night NBC- 
|TV advertisers—Firestone Tire & 
| Rubber Co., Speidel Co. and Block 
Drug Co. Determined to upset the 
Monday night rating dominance of 
CBS-TV, NBC-TV this fall will 
move the new hour Sid Caesar 
show and “The Medic,” a docu- 
mentary-type drama about doc- 
tors, into the 8 to 9:30 p.m., EST, 
period. Every fourth week a color 
“spectacular” will be staged. 

The first half hour of time in 


_ question is currently filled by 


‘Absolutely Terrific’ Response... 


New York Ad Firms Fork Over Funds 


Look whos up 
in the Big Three now! 


»s are Soi wring 


hae 8 ey te 


BUICh S 


al 
al 


SHOW SPOT—Buick is running this ad in 
newspapers in about 5) key cities to let 
| the world know that according to ‘‘latest 
| sales figures’ it now ranks third in total 
| volume auto sales in the U.S. A commercial 
on the “Berle-Buick Show’ (NBC-TV) will 
also point out that Buick has zoomed into 
the third position. Kudner Agency handles 
this account. 


| 


New NBC Sales 
Pitch: You Name 
It, We Deliver 


for Battle Against 3% City Sales Tax 


Four A’s Group Starts 
Collections, Ignores 
League of Ad Agencies 


New York, April 15—After a 
slow start, advertising agencies 
were busy this week raising a war 
chest with which to fight the pro- 
nosed extension of New York’s 
3% city sales tax to include their 
services. 

The New York council of the 
American Assn. of Advertising 
Agencies sent a _ telegram this 
week to between 300 and 500 
agencies and allied businesses, 
asking for contributions, accord- 
ing to the number of employes, 
for full-page newspaper ads. 
Signed by Donald K. Clifford, of 
Doherty, Clifford, Steers & Shen- 
field, chairman of the New York 
Four A’s eouncil, the telegram 
read: 

“Four A’s New York council of 
governors plans to run next Mon- 
day preceding hearings full-page 
newspaper advertisements in all 
New York City newspapers op- 
posing extension of sales tax to 
advertising agency services. Your 
agency is asked to share cost on 
following scale: 

“If you have over 300 employes 
in New York, $500; 150-300, $400; 
101-150, $300; 76-100, $200; 51-75, 


New York, April 15—You name) 


$100; up to 50, $50.” 


sweet things you like...and stop| ‘Name That Tune,” sponsored on 
worrying about unnecessary cavi-| alternate weeks by Speidel and 
ties’—the dentists’ association | Block. The “Voice of Firestone” 
condemned Bristol-Myers adver-|simulcast—an NBC Radio feature 


tising with this statement issued | for 26 years and a simulcast for 


by Dr. W. Philip Phair, secretary 
of the ADA’s council on dental 
health: 

“It is unthinkable that a manu- 
ifacturer dealing 
| which is supposed to contribute to 
\the health of the public would at- 
tempt to sell this product by en- 
couraging the public to violate 
| (Continued on Page 4) 


Brewers Heed Federal Warning, Start 
Counting Their Calories Out Loud 


New York, April 14—Brewers | today are starch-free; none has' 


have started making copy changes 
in the wake of warnings issued a 
week ago by the Alcohol and To- 
bacco Tax division of the Treasury 
Department (AA, April 12). 

The ATTD insists that the actual 
caloric content of beer should be as 
clearly stated as the low-caloric 
clainis of the brewer. 


‘more than a negligible trace of 
| Sugar.” 

| G. Krueger Brewing Co., also in 
/Newark, has changed its adver- 
tising to conform to the recent 
_ATTD letter on the subject of ca- 
loric advertising. Krueger is using 
/a box in its newspaper ads giving 
‘the caloric content in one glass of 


| six—follows. 


it, we deliver. 

This is the gist of National » Aaron Sussman, of Sussman & 
Broadcasting Co.'s latest sales | Sugar, secretary-treasurer of the 
pitch to advertisers as presented | council, reported that the response 
here today by the network’s radio was “absolutely terrific,” and that 
chief, William H. Fineshriber Jr.|he had done practically nothing 


in a_ product! 


“Whatever your product and 
| Firestone, Speidel and Block | whatever your advertising budget, 
have been offered first crack at | NBC Radio has advertising strate- 
Mr. Caesar. Firestone and Block gies to fit your sales objectives,” 
have turned the offer down, the|the presentation promises. “With 
former because the company |low cost, new talent programs for 
“doesn’t care to sponsor that kind | exclusive sponsorship, with day- 
of show” and the latter because |time strips, with one-minute par- 
of the price. Speidel would not/|ticipations around the clock, we 
indicate its reaction to the prop-| offer you new methods to reach 
osition, but the Caesar show, your customers throughout the 
‘which will have a talent ($80,000) home and _ out-of-the-home 
and time ($70,000) budget of through the nation’s 117,000,000 


(Continued on Page 80) (Continued on Page 8) 


Last Minute News Flashes 


N.Y. Sherman & Marquette to Be Bryan Houston Inc. 


| New York, April 16—Sherman & Marquette will be sold effective 
|May 3 by owners Stuart Sherman and Arthur F. Marquette. The New 
| York branch (S&M has operated as two companies) will be purchased 
by a dozen executives there, headed by Bryan Houston, and adopt the 
name Bryan Houston Inc. No change in the client roster, including a 
variety of Colgate-Palmolive products and Nestle Co., is anticipated. 
The Chicago end of S&M said it will make no announcement until May 


P. Ballantine & Sons, Newark,|Krueger beer as 105 calories. It|1, but Larry Wherry, president, is expected to head up the new Chi- 
N. J., which claims its beer “watch- also lists the calories in a cup of | Cago agency. 
es your belt-line with fewer cal-|skim milk (85), a cup of orange 


ories than any other leading beer,” 
inserted a box in its newspaper 


ads for the first time last Tuesday | 


juice (110), and a cup of apple 
juice (125). 
David Bland, Krueger advertis- 


‘Family Circle’ Will Raise Rates in October 


| New York, April 16—Family Circle will increase its rates with the 
October, 1954, issue. B&w pages will move up from $11,000 to $11,800 


to"say there are 11.6 calories per ing manager, told AA that all any while four-color pages will be increased from $14,400 to $15,480. The 
ounce in Ballantine beer. It also| brewer can be expected to do is to | guarantee will remain at 4,000,000. 


gives the number of calories per 


contain this sentence: 


“All beers | 


| give an average caloric count “be- 
ounce in skim milk (10.6), orange cause the calorie count in beer | 
juice (12.5) and apple juice (15.5). varies from month to month. It’s | 


‘MacGregor Joins Biow to Head Philip Morris Account 
New York, April 16—George P. MacGregor, formerly v.p. and su- 


;all morning but open envelopes 
with checks inside. He expected 
|that the council would have more 
than enough money at hand for 
the ads it had in mind by the end 
|of the day. 

_ Late last night, however, 
(Continued on Page 77) 


| 


FCC Delays Ohio 
Valley TV Permit 


Pending Hearings 


WASHINGTON, April 15—The Fed- 
eral Communications Commission 
decided today to hold up the con- 
struction permit of a tv station that 
had been authorized to Ohio Val- 
ley Broadcasting Co. for Clarks- 
burg, W. Va. 

The action was taken after 
Clarksburg Publishing Co. pro- 
tested that construction of the sta- 
tion would divert advertising from 
its newspapers (AA, March 29). 

Three commissioners—Robert 
Bartley, John Doerfer and Robert 
Lee—dissented. The other four 
said the construction should be de- 
layed until the commission deter- 
mines whether the newspapers 
have a right to a hearing. 

There has never previously been 
a case where a hearing was grant- 
ed on the ground that the con- 


the 


almost impossible to be completely | pervisor of food accounts at Kenyon & Eckhardt, has joined Biow Co.’ struction of a station would cause 
s The new Ballantine ads also accurate,” he said. He confirmed as v.p. and supervisor of the Philip Morris account. 


(Continued on Page 60) 


(Additional News Flashes on Page 81) 


economic injury to a competing 
medium. 
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After Seven-Year Study ... 


Wertham’s Review of Comics Books 
Roasts Chillers as Crime Texts 


New York, April 16—The comics 
book industry will be mighty un- 
happy next Monday when Rine- 
hart & Co. publishes Dr. Frederic 
Wertham’s “Seduction of the Inno- 
cent,” a study of the influence of 
comics books on youth. 

This 397-page volume, “the re- 
sult of seven years of scientific in- 
vestigation,” may well convince 
parents that “the cover of the com- 
ic book draws the child’s attention 
to a crime, the text describes one, 
the pictures show how it’s done 
and the advertisements provide the 
means to carry it out.” 

Part of the material appearing 
in “Seduction of the Innocent” 
appeared in somewhat different 
form in last November’s Ladies’ 
Home Journal. Dr. Wertham’s 
magazine blast at comics books as 
“primers for crime’ moved Dell 
Publishing Co. to quit the Maga- 
zine Publishers Assn., give the 
Journal piece to its attorneys for 
possible legal action and intimate 
it would no longer use the maga- 
zine’s sister publication, The Sat- 
urday Evening Post, for color page 
ads promoting the wholesomeness 
of Dell comics. 


s Dell’s withdrawal from. the 
Magazine Publishers Assn. was 
thought to have resulted from 4 
feeling that the comics segment of 
the publishing industry did not 
have the influence it should in 
MPA (AA, Nov. 23, ’53). 

Dr. Wertham’s thesis in “Seduc- 
tion” is that the principal bad ef- 
fect of crime comics books is on 


says. He claims there are hundreds 
of instances in which young people 
have been “not only influenced but 
actually motivated to the point of 
detailed imitation by crime comic 
books.” 

It is the psychiatrist’s conten- 
tion that of an estimated total of 
90,000,000 comics books in circu- 
lation each month, “the animal and 
related comics containing no 
harmful ingredients amount at 
most to no more than between one 
and two-tenths of the whole.” And 
he declares his research has con- 
vinced him that most comics books 
are crime comics, whether the title 
indicates a Western, science fic- 
tion, jungle, super-human or hor- 
ror story. 

“In our clinical research on 
crime comics books,” he says, “‘we 
came to the conclusion that crime 
comics books are comics books 
that depict crime,” regardless of 
the setting. 


s Here is a sample of Dr. Wer- 
tham’s view of comics books: 
“Jungle, horror and interplan- 
etary comics are also crime comics 
of a special kind. Jungle comics 
specialize in torture, bloodshed and 
lust in an exotic setting. Daggers, 
claws, guns, wild animals, well-or 
over-developed girls in brassieres 
and as little else as possible, dark 
‘natives,’ fires, stakes, posts, chains, 
ropes, big-chested and _ heavily 
(Continued on Page 82) 


Market Studies by Newspapers Are Useless 
Unless Interpreted to Advertisers: Kurz 


Cuicaco, April 14—The purpose 
of market research by newspapers 
is not to compile a large quantity 
of facts but to teach advertisers 
how to get sales action out of the 


evening when husbands could aid 
jin the selection. The study also re- 
jyeasee that, as people grow older, 
their furniture preference shifts 
from modern to traditional. 

In addition to extensive studies 


the ethical development of young- | 
sters. The greatest danger of such | 
books is to the normal child, he) 
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‘Padded Bra ‘Okay’ at Times... 


Teenagers Answer 


Cuicaco, April 13—Formfit Co. 
called in 98 high school girls last 
Saturday to get their opinions on 
Formfit’s Bobbie line of girdles 
and bras, but “Maidenform” kept 
| creeping into the act. 

An annual event, the Bobbie 
Board was started six years ago to 
help Formfit find out (1) what 
fabrics to use in their junior foun- 
| dation garments, (2) what colors 
|to make them, and (3) how the 


BIG AS LIFE—Hugh McKellar, edvertising kids react to Formfit advertising 
and soles promotion manager, Squirt Co., and merchandising. 


h heart- i ife- | é 
as a heart-to-heart talk with the new life | The young ladies, 


size Squirt talker. Squirt is using the 4’) : - from high 
winatd figure, iol for fone & sales | SChools in three midwestern states, 
talks, to take the place of demonstrators in Gutifully reported they still prefer 
heavy traffic lanes of supermarkets, and as COtton (nylon is gaining in popu- 

the central element in mass displays. _ larity, but its sheerness is a draw- 


feweg like white best, but favor 
Marketing Know-How black for some occasions, and 


'think it’s okay to wear a padded 
Is Answer to Farm bra, “if it’s necessary.” (On the 
Problems: Benson 


on Girdles, Bras at’ 


Formfit's Queries 
Board Meeting 


High-Schoolers! Make more of 


BRAS 
AND BRITCHES 


The possibilicies of your Sggure ave terrific, You can mabe i beast 
fai semgcther and shenmer with sctiondre? caantart . . 5 in & 
tesa proportioned Bobbie Bea aud Britches! Bobbies are best for 


data that has been gathered, ac-_ 
cording to Walter C. Kurz, man- of the Chicago market in general, 
ager of the general advertising de- | Mr. Kurz said the Tribune conducts 
partment of the Chicago Tribune.| surveys of individual industries to 


‘last point, it was pointed out that 
WASHINGTON, April 13—Secre- 


——— is an essential factor.) 
tary of Agriculture Ezra Taft Ben- 


son expressed confidence tonight 
that new merchandising and mar- 


problems of farm surpluses. 
Addressing a dinner sponsored 
by General Foods Corp. and Coun- 


dustry, the Secretary stressed that 
“most of agriculture’s present 
problems can be met through in- 


and improved marketing methods.” 

He noted that the frozen food 
industry has been expanding, with 
1,400 processors and 235,000 retail 
outlets doing $1,200,000,000 worth 
of business in 1953. 

As a result of the markets cre- 
ated by the frozen food industry, 
he said, “The seasonal market for 


has given way to year-around 
markets for products in essentially 
fresh form. The regional - product 
has become available nationally. 
These factors have given real sta- 


keting techniques will be devel-. 
oped which will help solve the) 


try Gentleman marking the 25th. 
anniversary of the frozen food in-| 


creased research and education. 


so many perishable commodities | 


bility to prices of so many high-. 
ly perishable foods which tradi-| 


| @ When they got off on the adver- 
tising and promotion aspect of the 
Formfit operation, however, the 
girls were more critical. Formfit 
posters, they started off, were not 
very effective. The posters were 
accused of being non-original, and 
a more “eye-catching” and “novel” 
approach was recommended. 
Asked what  foundationwear 
newspaper and magazine advertis- 
ing “most impressed you last year,” 
the teenagers promptly replied 
“Maidenform” in both cases. Al- 
though it was not encouraged by 
the Formfit master of ceremonies, 
Betty Vincent, a discussion of 
Maidenform advertising followed 


wherein one 16-year-old asserted | 


vee because they'se dented for yom log the Bobbie Fashion 

Board Formdit’s “in-the-know” wenage advisers. Sedt, enol, 

light. You'll just lore your new “Farmdit” hyure! So get Formfit’s 

Bobine “tinder Wanders At any nice store. Babtue Bras $4.25 to 

| St75. In alt wen sisns, Robbie Strapless, $2002. Bobbie Briwhes © 
frows £2.95 (4 detachable garters oo 


| 
haother Kind of Figure Help — FREE Colerie Counter! 


| Whether your ge 


ot athing weight. the 

2 ret how to de 

fee Or ate ITY meth 

| sels Botvbiee, ar erate thes Berane Comguans 60 Sonrk Promia, 
Seren, Clebraggs 2. Himes 


BOARD APPROVED—American Girl and 
| Compact will carry this Bobbie ad in June. 
|The ad follows the lines recommended by 
the Bobbie Board of teenagers. ~ 
‘that the Maidenform “dream” 
series might be eye-catching, but 
it lowered the dignity of woman, 
particularly since so many “I 
dreamed I was” jokes have fol- 
(Continued on Page 20) 


N.Y. Welfare Dept. 
Takes Legal Action 
on ‘Strike It Rich’ 


New York, April 15—Henry L. 
McCarthy, commissioner of wel- 
fare, has finally carried out his 
threat to take legal action against 
“Strike It Rich.” 

This week, Walter H. Framer, 


Speaking today before the Chi- 
cago chapter of the American Mar- 


keting Assn., Mr. Kurz said that 


the ad department of the Tribune 
considers the paper “the finest tool 
to get sales action,” but at the 
same time realizes an advertiser 


must use the proper sales message | 


if he wants results. 

Mr. Kurz listed three prime ob- 
jectives of research by newspa- 
pers: (1) Make the media under- 
stood, (2) make the market in 
which the paper operates under- 
stood, and (3) aid in merchan- 
dising products advertised in the 
paper. 

Mr. Kurz said _ circulation, 
readership and advertising content 
studies point out the value of ad- 
vertising in a newspaper. 


s Citing the importance of a 
Tribune study of the Chicago mar- 
ket, Mr. Kurz said it showed ad- 


show manufacturers how they can 
‘improve their sales positions. He 
pointed out that motivation studies 
have been conducted by the 
Tribune on beer, cigaret and auto- 
‘mobile buying, and a_ similar 
study on soap consumption will be 
released next week. 


Astaire Studios to Sterling 

Sterling Advertising Agency, 
New York, has been appointed to 
handle advertising for the Fred 
Astaire Studios. Plans include a 
campaign for the new Fred Astaire 
Dance Club, designed to bring 
dancing instruction to a mass au- 
dience at a price the average per- 
son can afford. 


tionally sold for a song when the| Producer of the show, and Warren | 
markets were glutted at harvest Hull, its emcee, were charged with | 
time.” violating the city’s administrative | 
‘code by publicly soliciting funds 
s Illustrating the impact of fro-; without a department of welfare 
zen food processes, he pointed out license. 
that the frozen orange juice pack Entered in lower Manhattan 
increased from 250,000 gallons|court, the case was set down for 
in 1946 to 61,000,000 gallons in| a hearing May 7. The counsel for 
1953-54. |the department of welfare indi-'| 
“Today-more than one fourth of |cated that both sides needed time 
the families in our nation use or-| to prepare for the case. 
ange juice concentrates,” he said, | 
“a product unknown a decade ® Last February Commissioner) 
ago.” McCarthy said the program, which 
Among the new food processes|accepts telephoned “Heart Line” 
now being developed are pow- contributions for its contestants on 
dered fruit and vegetable juices, the air, would have to get a pub- 
and partially dehydrated canned |lic solicitation license. The New 
and frozen fruits and vegetables. | York city official has repeatedly 
The most urgent problems are in| criticized the giveaway for mer- 
‘the dairying field, he reported,|chandising the misfortunes of the 
where the government has about sick and needy. Sponsored 11 times 
$500,000,000 tied up in some 1.3 a week on radio (NBC) and tv 


This legal move follows an ear- 
lier one by Mr. Framer, who asked 
the state supreme court to prevent 
the welfare department from re- 
quiring his show to get a fund- 
raising license. No hearing has 

| been held yet on this case. 


Roto-Broil Plans 
$2,000,000 Drive 


New York, April 14—Roto-Broil 
Corp. of America is launching a 
$2,000,000 advertising campaign to 
promote its new model Roto-Broil 
Custom 400 featuring a baking 
tray. which plugs into the unit 
and is said to be thermostatically 
and automatically controlled. 

The program calls for $1,500,000 
to be spent on television for a 
series of 60 fifteen-minute films to 
be shown on tv stations in 75 
markets. 

A magazine campaign, calling 
for an expenditure of $500,000, 
will break May 23 with a spread 
in Life, to be followed by pages in 
Good Housekeeping and The 
Saturday Evening Post. Co- 
operative advertising will be 
undertaken by means of full-page 
color rotogravure ads in Sunday 
newspapers in about 75 markets. 

In addition, point of sale mate- 


ae pce io es coer a 


vertisers that 41% of furniture 
purchases were made within one 
month after a decision to buy was} 
made. The study also disclosed | 
that 65% of furniture purchases} 
were made after one week or less} 


of shopping. 

Referring to home appliances, 
Mr. Kurz said the survey showed 
that 43% of the purchases were 
completed within 30 days after a 


decision to buy was reached, and). 


63% of the buyers shopped one 
week or less. 


s The same study, Mr. Kurz said, 
disclosed that 32% of appliance 
purchases were being made in the 


| § 


JULES HERBUVEAUX has been promoted to 

general manager of WMAQ and WNBQ, 

NBC radio and television outlets in Chi- 

cago. Mr. Herbuveaux was assistant gen- 

eral manager. He succeeds the late Harry 
C. Kopf 


dried milk. 

“Good, wholesome milk is- one 
of the great food bargains of to- 
day,” he observed. “At the same 
time I realize our present system 
|of distribution is costly and often 
| wasteful. The price spread be- 
|tween the dairy barn and consum- 
er’s kitchen is too great to encour- 
age consumption of milk on the 
\scale required for the well veing 
of our people.” 


s The answer, he said, may be a 
concentrated or powdered milk 
process “which will do for the 
dairy industry what frozen con- 
(Continued on Page 79) 


billion lbs. of butter, cheese and | (CBS) by Colgate-Palmolive Co., 


the show invites widows, orphans, 
cripples, etc., to explain why they 
|need to “Strike It Rich” and per- 
mits them to win up to $500 by 
answering a series of questions. 
# The commissioner also _ has 
charged the show with luring 
down-and-out families to New 
| York with the hope of “striking it 
lrich.” Instead, their traveling 
funds exhausted, they end up as 
city charges, he asserts. 

The department of welfare com- 
plaint cites 14 alleged violations 
(that is, instances of public solici- 
— without a license) between 
|Feb. 24 and April 7 of this year. 


rials will be distributed to dealers. 
Product Services Inc. is the agency. 


Goodloe Stuck Agency Bows 

Goodloe R. Stuck, formerly ad- 
'vertising manager of J. B. Beaird 
Co., Shreveport, has formed Good- 
loe Stuck Advertising Agency in 
Shreveport, with offices in the 
Texas Eastern Bldg. Mr. Stuck 
previously was associated with J. 
Walter Thompson Co. and William 
Esty Co., both New York. 


WCOP Names McGovern 
Peter T. McGovern has been ap- 

pointed sales manager of WCOP, 

Boston. 
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Advertising Age, April 19, 1954 


U. S. Truckers 


4 
Cite Carriers 


for Ad Drives 


Cuicaco, April 14—Pacific In-| 


termountain Express, Oakland, 
Cal., received first award for the 


best over-all ad campaign spon-| 
sored by the American Trucking | § 
Assn.’s customer relations coun-| #@ 


cil. The yearly contest is designed 


to improve the quality of adver-| 


tising of the nation’s motor car-| 


rier industry. 

In describing the winning ads, 
judges said, “Each ad is simple, 
direct, reliable, with more than 
one subject covered in each ad. A 
unique use of radio news and in- 
formation about road conditions in 
its major West Coast markets im- 
pressed the judges as a carefully 
considered promotional device. Use 
of direct mail for special-occasion 
promotion is also used by P.I.E.” 


# Second award in this category 
went to the Baltimore Transfer 
Co.-Motor Freight Express Inc., 
Baltimore, whose exhibit im- 
pressed the judges with its clean- 
cut art technique, strong identifi- 
cation of the corporation’s names 
tied to a map of the companies’ 
operating territory, consistency of 
schedule in one magazine and a 
direct mail tie-in through a novel 
form that gives a recipient some- 
thing to play with upon receipt. 
First and second winners for 
best single publication advertise- 
ment were, respectively, Pilot 
Freight Carriers Inc., Winston- 
Salem, and Baltimore Transfer 
Co.-Motor Freight Express Inc., 
Baltimore. The winning ad, headed 
“Pilot Has the Equipment and Ex- 
pedites the Forwarding of NIBIS- 
CO’S Cartons, K.D.F., in Bundles 
or on Pallets,’’ was one of a series 
of testimonials from well-known 
national shippers featured in Pi- 
(Continued on Page 83) 


‘cy. 


GEORGE C. DIBERT, v.p. in the New York 

office of J. Walter Thompson Co., has been 

transferred to the Chicago office in a man- 

agement capacity on the Swift & Co. ac- 

count. Mr. Dibert has been in JWT’s New 

York office since 1933, where he has han- 
dled many major accounts. 


Sylvania Tosses in 
Summer Loot to Push 
Portable Radio Sales 


New York, April 15—Sylvania 
is using the something-extra-for- 
your-money approach to sell port- 
able radios for summer listening. 

The offer is being made on two 
personal portable sets—the Cata- 
lina and the Skylark. The “fun- 
time” offer for Catalina includes 
a new portable outdoor grill (re- 
tail price, $9.95) and a plastic 
bottle of Tartan suntan lotion 
($1.50)—all for the radio retail 
price of $44.95. 

For the $34.95 usually asked for 
the Skylark portable, Sylvania 
will throw in sunglasses ($7.95) 
and suntan lotion ($1.50). 

The promotion will be pushed 
with color ads in Better Homes & 
Gardens, Collier’s and Look and 
commercials on “Beat the Clock” 
(CBS-TV). 

Roy S. Durstine Inc. is the agen- 


Agencies, Which Placed 36% of Ads in ‘24, 
Now Place 98%, McGraw-Hill Meeting Told 


Rye, N. Y., April 12—Meeting as 
a unit for the first time in almost 
30 years, members of the McGraw- 
Hill sales staff today learned of 
the fundamental change that has 
taken place in business paper-ad- 
vertising agency relationships dur- 
ing that period. 

Opening a two-day sales con- 
vention this morning, Nelson Bond, 
v.p. and director of advertising, 
pointed out to the 450 salesmen, 
editors, promotion managers and 
other key publication personnel 
that during 1953, “98% of the 
79,000 pages of advertising carried 
by McGraw-Hill publications was 
placed by advertising agencies.” In 
1924, he pointed out, the last year 
for which a report was made to a 
similar meeting, agencies had been 
responsible for only 36% of the 
copy carried. 


s The participation of prominent 
agency personalities in the two- 


day program gave weight to Mr.|. 


Bond’s remarks. 

Allen L. Billingsley, president of 
Fuller & Smith & Ross, Cleveland, 
recalled his first encounter with a 
“McGraw-Hill v.p., years ago, 
when I was told that your organ- 
ization would never grant commis- 
sions to an advertising agency.” 

Outlining changes in thinking 
about business paper advertising 


that have taken place over the) 


years, Mr. Billingsley stressed his TAVERN BOOSTER—As part of a coopera- 
impatience with the use of the} tive promotion with Pabst Brewing Co., the 


term “durable goods.” 
“All goods are 
goods,” he said, “with their time 


cycle determined only by technol- | y,,., 


ogical developments.” 


The task of salesmen will be 
eased, he predicted, only insofar as 
an understanding of the impor- 
tance of the business press is de- 
veloped. So-called “over the tran- 
som business” will then come to 
business papers. in_ increasing 
measure as a sense of greater 
public responsibility and more 
maturity is realized by that press, 
he maintained. 


s Harold H. Kynett, senior part- 
ner, Aitkin-Kynett Co., Phila- 
(Continued on Page 6) 


Seeivrceas, for nearly - 

fH 6300 years, the 

1 American Cavern 

has been a symbol of 
a friendly bhospitalitn —.. 

e it known that the 

B month of May is 


consumption May National Tavern Month. The industry 
| will be plugged on the Pabst tv bouts each | ‘ - 

|Cleveland, succeeds O. D. Young,|commercials are not quite that, went to one of these operas, the 
| who has been promoted to sales | bad, and some credit should go to 


sponsors for elevating the stand-| 


?~ hereby proclaimed 
National Cavern Mant 


YA he 
t Pimes ¥. Donovan 


y a ' of The WG { 
Bicensed Severage -lssociation 


National Licensed Beverage Assn. is calling 


| ful advertising executive shares 


‘Successful Adman Is What Would Pancho Villa Say?... 
Firm Minded, Highly 


| 


Artistic, Doty Says 


Cuicaco, April 14—The success- | 


many characteristics with the top- 
level executive (board chairmen 
and presidents). They are both far 
above the average man in intel- 
ligence, independence of thinking, 
emotional stability and frankness. 
They both share a common interest 
in persuading people and in com- 
munications, and neither has as 
high an interest in social service 
(other people’s welfare) as the 
average person. 

These and many other charac- 
teristics of the successful adman 
were outlined to the Advertising 
Executives Club of Chicago last 
night by Dr. Roy A. Doty, con- 
sulting psychologist and v.p. of 


George Fry & Associates, man- 
agement consultant. 
a Dr. Doty’s conclusions were 


reached through a study made of 
75 top-level executives ($75,000 
and up salary, in companies doing 
up to $1 billion in business) and 
101 successful advertising men, 
mostly at the account executive 
level in agencies. 

The top-level executive and the 
adman, however, differ markedly 
on one or two points. The adman is 
not as serious as the executive. In 
fact, he ranks below the average 
man on this point. But he has a 
slight edge on the executive as far 
as independence of thinking and 
making decisions goes, and he is 
more tranquil, objective and has 
stronger attitudes. 

He also ranks higher in artistic 
interests, in which the executive 
ranks below the average man, and 
in persuasiveness and literary in- 
terests, although both are above 
average in their interest in these, 
as well as in music. 

The average age of the top-level 
executives researched by Dr. Doty 
and his company is 56 years, of 
the admen, 42. The top-level ex- 
ecutive seems to have reached his 
post primarily through four ave- 
nues. The most usual route seems 
to be through sales, but other 
routes include law, accounting and | 
because the father owned the busi- | 
ness. 


® Dr. Doty gave a general profile 
of the successful executive. This 
man, he said, was generally the 
product of the American culture, 
sharing its attitudes through birth 
(90% were born here, the remain- 
der came to the country at an early 
age); he comes from a home which 
was above the average socio- 
economic level; his parent was 
either a business man or profes- 
sional man, so that he learned 
business attitudes early; he has 
a higher education than the aver- 
age man; he showed leadership 
early, and he has a home life 
which is happier than the average. 

In regard to the latter, only 3% 
of the executive group had been 
divorced. This compares with an 
average of one divorce for every 
10 marriages in the U. S. since the 
turn of the century. 

Dr. Doty said that while this 
study could not help in predicting 


| whether a man will be a successful 


executive or adman, it is, in his 
opinion, reliable in weeding out job 
applicants who are certain not to 
succeed in business or advertising. 


Brandt to ‘Industry & Power’ 


Industry & Power Publications, 
St. Joseph, Mich., has appointed 
Fred S. Brandt, formerly with De- 
sign News, Cleveland, as sales 
representative for Industry & 
Power in the central area. Mr. 


| week with the emphasis on draft beer, “the 
n‘s monopoly,” and members of the 
association will be urged to participate. 


Brandt, who headquarters. in 


;manager of Consulting Engineer. 


New Revolution in Mexico Promised 
as Ads Appear on Papel Higienico’ 


Mexico Crry, April 14—Mexi-| A booklet put out by Fiesta’s 
can tourists are forewarned about | promoters—Publicidad Comercial, 
everything from bad water to 'S. A., Avenida Insurgentes No. 37, 
bandits, but there’s something else Despacho 1—points out that every- 
they ought to know before crossing body laughed at Fulton and his 
the border. 'steamboat, Jules Verne and his 

The excusados hereabouts are airplane and Marconi’s wireless, 
now equipped with advertising| but that didn’t stop their develop- 
toilet paper, and it’s called ment. 

“Fiesta.” | But, “before you laugh also,” 

What’s more, in between the ads the booklet warns, take a look at 
they'll find “editorial matter,” con-| the “Three R’s which measure the 
sisting of esoteric jokes, famous/ result of your advertisement on 
sayings and odd bits of informa- Fiesta” (roughly translated from 
tion. (Sample: “The belief that| the Spanish): 
anxiety accelerates the rhythm of} 1, “Rotation—a factor deter- 
the heart has been refuted by a/mined by the circulation of the 
group of members of Columbia | medium.” 

University.”) It has even been) 9. “Receptivity—a factor deter- 
suggested that the editorial matter mined by the efficacy of the 
be composed of continued stories medium.” 


to keep customers coming back. | 3. “Repetition—a factor deter- 


eae /mined by the cost of the medium.” 
@ The ads and editorial matter are | 


not printed directly on the tissue 
but on a separate sheet rolled up 
with the paper. 


® As for circulation and efficacy, 
Fiesta’s backers point out that 
this is a product consumed in great 
volume by “all segments of the 
public,” and other sources have 
suggested that there are a goodly 
number of peons who are not at 
present familiar with papel 
higienico who might learn to use 
it as a result of Fiesta’s attraction. 

To reach this vast established 
and potential Mexican audience, 
an advertiser would have to spend 
1,900 pesos ($219.65) to have his 
ad repeated 46 times per roll on 
5,000 rolls. A big spender might 
want to buy ads on 20,000 rolls at 
a cost of 6,600 pesos—or $763—for 
920,000 impressions. 

The idea for Fiesta has been 
patented, and present plans call 
for distributing it to bars, restau- 
rants, etc.—and those homes which 
might want to buy it—at very re- 
duced rates. 


SELLOMATICAS 
Goodrich -Euskadi 
SON IRREVENTABLES, 


Escuch« este epigrama 
Compré un dillete Matias, 
el cual premiade ealié 
y en aquellos miemos dias 
wu repoea se le murid, 
Eaas son dos loterias 


s Advertisers on the sample yards 
AA has in its possession include 
|Carta Blanca beer, B. F. Goodrich 


tires, Alka Seltzer, Pepsi-Cola 
and Williams shaving cream. 
Proclaiming that Fiesta is 


“destined to become the most 
potent medium of advertising,” the 
introductory booklet concludes: 
“Remember that many predic- 
tions in which nobody believed 
have come true. In our case we 
do not doubt the result of the ad- 
and you'll find samples of a new kind of vertising medium he? place at your 
advertising being launched by Publicidad | disposal and = which we are con- 
Comercial in Mexico City. Sandwiched in| fident you will be one of the first 
between ads (in bright color) are jokes and persons to profit by its incalculable 
anecdotes. effectiveness.” 


vandes hom- 
mos que son h res. 


Cuanto mas nos aprozimamos a ing 
bres, mejor comprobe 


Considerar ingrotos « los hombres es un buen pre- 
texto para no hacerles favores. 


NEW MEDIUM—Visit a Mexican “excusado” 


Pitchmen Are Better Now, Hymnal-Reading 


Dean Asserts at Peabody Award Ceremony 


New York, April 14—John E. ards.” 
Drewry, dean of the University of | The 1953 Peabody winners are: 
Georgia’s school of journalism, 
this week commended broadcast- ® Radio news: Chet Huntley, 
ers for the “great progress they | Whose commentary is aired over 
have made in the pitchman’s art.” | 42 ABC hookup in about 11 west- 
The educator came to the de- ©’ states, with the show origi- 


fense of commercial broadcasting 
during preliminaries just before 
he announced the recipients of the 
George Foster Peabody awards for 
radio and television. 

“There was a day when even the 
church permitted more crass com- 
mercialism than the better broad- 
casters now do,’ Dean Drewry 
said. “On the page opposite the 
doxology, there was a song: 

“Hark the herald angels sing, 

Blinker’s pills are just the thing. 

Peace on earth and mercy mild, 

Two for man and one for child.” 
He continued, “Even our singing 


/nating from KABC, Los Angeles. 
His programs sponsored by M. J. B. 
Co. and various participating ad- 
vertisers. This is Mr. Huntley’s 
second award. 


e Television News: Gerald W. 
|Johnson, WAAM, Baltimore, Md. 
His show was carried briefly by 
ABC but is now aired only local- 
ly. 


e Television Music: “NBC Tele- 
|vision Opera Theater.” This all- 
English opera series is presented 
|sustaining periodically on Satur- 
day afternoon. A previous award 


Hallmark-sponsored “Amahl and 
(Continued on Page 60) 
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Dentists Sound 
Sour Note for 


Sweet Tooth Ad 


(Continued from Page 1) 
important health practices. 

“The fact that sugar plays an 
important role in the production 
of dental decay is supported by an 
overwhelming accumulation of 
scientific data. Therefore, indis- 
criminate consumption of sugar- 
containing products is. strongly 
discouraged by the dental profes- 
sion. 


s “Brushing the teeth immediate- 
ly after eating is a recommended 
oral hygiene procedure, but this 
practice in no way allows an un- 
restricted consumption of sugars.” 

Bristol-Myers has been running 
the ad via Doherty, Clifford, 
Steers & Shenfield, New York, for 
several weeks in Life and wom- 


en’s magazines. The same theme 
has been used in radio and tv 
commercials. 


s Art varies in the print ads, but 
the theme is constant: You can 
eat the sweets you like because 
“new white Ipana with WD-9 in- 
hibits tooth-decay acids.” A foot- 
note cautions that Ipana be used 
regularly after eating ‘“‘to get the 
best results.” 

The copy further states that 
“brushing with new Ipana after 
eating really works” and cites “a 
two-year clinical test’ that 
“proved that brushing this way 
can prevent most tooth decay.” 

However, the next line says, 
“No dentifrice can stop all cavi- 
ot 


8s An American Dental Assn. 
spokesman told AA that the ADA 
position is that brushing teeth 
after meals will substantially re- 
duce the incidence of cavities, no 
matter what dentifrice—including 
salt and baking soda—is used. As- 
sociation officials repeatedly have 
assailed claims for anti-enzymes 


and other toothpaste additives as 
unfounded. 

Wally Drew, Bristol-Myers ad 
manager, told AA that the denti- 
frice manufacturer is trying to 
make its advertising campaign 
“educational.” 

“We are stepping into the mid- 
dle of the battle [between dentists 
and candy makers] suggesting a 
compromise,” he said. 

Mr. Drew said Bristol-Myers is 
“in touch with ADA” but declined 
to comment on the ADA reaction 
to the ad. 


Leach to Cheney, Greet 
Albert M. Leach, formerly asso- 


‘ciated with Alfred Auerbach Asso- 


ciates, New York agency, on May 
1 will join Cheney, Greef & Co., 
New York, manufacturer of tex- 
tile fabrics, as director of promo- 
tion and publicity. 


Ross Roy Appoints Gilchrist 

Ross Roy of Canada, Windsor, 
Ont., has appointed Tom Gilchrist, 
formerly with Walsh Advertising 
Co., Windsor, as an account execu- 
tive. 


yi 


- ee 


oe a 

oe 

+ Pg. §."2 , 

al eee! 

’ ad “S34 

: eet Sass 

Y tAseee 

; mete: q 
se? se ’ 
pee eet 


Akron is one of the few markets of its size 
in the country with one powerful full- 
coverage newspaper. At 35c per line, the 
evening or Sunday Beacon Journal is the 
intelligent, sales-producing buy in Akron. 
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night slots in an effort to perk, tellsadmen............ Page 30 


up programming to compete Complex ads cripple readership, 
with CBS-TV ........ Page 1| Jim Woolf declares, illustrating 
Comics books are texts in crime his point with samples of good 
and violence, psychiatrist con- and bad layout ........ Page 40 


tends in his new book, based on TY-radio stars who don’t deliver 


seven years’ research ..Page 2 the commercials may be out of 
High school girls tell Formfit jobs soon, K&E’s promotion v.p. 
what they think of its ads, then WIE a dia aye as aad a Page 46 
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New ad medium turns up in papers should expand these 
excusados south of the border, services, admen tell publish- 
offering “rotation, receptivity; ers .................. Page 50 
and repetition” «....... Page 3 Refreshment boosts sales in su- 


Pitchman’s art has improved, permarts, Coca-Cola finds in 
Drewry says at Peabody cere- study of its sampling opera- 
mony and cites commercial DHS aitca setae pass Page 55 
doggeral lifted from a hym- Another Toni shampoo will be in- 
BO ots ekg distorts 4 ts Page 3 


troduced in June with a $2,000,- 
000 campaign in newspaper sup- 
plements, radio, tv ....Page 79 
British advertisers are lining up 


New York’s proposed tax on ad 
| agencies is short-sighted and 
should be of concern to all ad- 


vertisers, AA says...... Page 12 for space now that rationing is 
Survey interviewers should be rec- being relaxed and _ newsprint 
ognized as employes, not con- supply is tight ........ Page 68 
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Getting Personal 


[| In advertising 

; production too, 

} a chain is as strong 
as its weakest link. 
Every link is strong 
when you entrust the 
entire production to 


BERTSCH & COOPER 


@ CREATIVE COMPOSITION 
AND LAYOUT 


@ MONOTYPE 

@ LINOTYPE 

@ FOUNDRY TYPE 

@ EXPERT HAND SETTING 


@ ELECTROS 
@ TRU-TONE® PLASTIC PLATES 


@ NEWSPAPER MAT SERVICE 
@ TRU-TONE® ETCH PROOFS 


@ TRANSPARENCIES FOR 
OFFSET AND GRAVURE 


Send for the amazing ‘new dimension" B&C type sizer... 
designed for production men, it cuts copy-fitting time in half! 


BERTSCH & COOPER, Inc. 
547 South Clark Street, Chicago 5, Illinois 


NAME 

FIRM NAME 

ADDRESS 

ZONE 


ciTY_ STATE 
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SHARES THE POWER AND PRESTIGE OF THE GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The (Baltimore) Sunday Sun 
The Birmingham News 
Boston Sunday Herald 

The Charlotte Observer 
Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 
Des Moines Sunday Register 
The Detroit News 

The Houston Post 

The Indianapolis Star 


Many factors contribute to 


THIS WEEK Magazine’s amazing ability 
to move mass quantities of merchandise. 
Beyond the sheer physical impact of its 
10,500,000 circulation, its mass coverage 
of 34 key markets and the tremendous 
purchasing power of its 23,500,000 
readers, is the knowledge of America's 
Sunday mood and an unerring 

editorial instinct for that mood. 
Inevitably, THIS WEEK Magazine has 
become one of the great editorial and 


advertising forces of this generation. 
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AMERICA’S LARGEST 
FAMILY MAGAZINE 


This Week 


MAGAZINE 


The (Jacksonville) Florida Times-Union The Pittsburgh Press 

Los Angeles Times Portland (Oregon) Sunday Journal 
The (Memphis) Commercial Appeal Providence Sunday Journal 

Miami Daily News Richmond Times-Dispatch 

The Milwaukee Journal (Rochester) Democrat and Chronicle 
Minneapolis Sunday Tribune St. Louis Globe-Democrat 

als nda The Salt Lake Tribune 

New York Herald Tribune San Antonio Express and News 
Norfolk Virginian-Pilot San Francisco Chronicle 

The (Philadelphia) Sunday Bulletin The (Spokane) Spokesman-Review 


The (Phoenix) Arizona Republic The (Washington) Sunday Star 
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House *: Leland Appoints Two Langston to Gray & Rogers | Agencies, Which Placed 36% of Ads in 24, 


House & Leland, Portland, Ore., | 
has appointed Mrs. T. M. Tripp, | 
formerly with KHQ and KHQ-TV, | 
Spokane, as radio and television 
director. Robert Clark, previously 
art director of Gillespie Decals, 
Portland, has been appointed to 
the art staff of the agency. 


Samuel M. Langston Co., Cam- 


den, N. J., manufacturer of paper- Now Plac 


working machinery, has appointed | 
Gray & Rogers, Philadelphia, to) 
handle its advertising, public re-| 
lations and publicity. Fox & Mac- 
kenzie, Philadelphia, is the pre- 
vious agency. | 


__ SPINS! 


Put Action In Your TV Slides? 
ZOOms! _- ROLLERS! ] 


ANIMATED SLIDES 


FLASH WORDS! 


BURSTS! 


WIPES! 


Z 


FILMACK STUDIOS 132350. Wabash Chicago , III, 


(Continued from Page 3) 
delphia, urged publication rep- 
resentatives to approach space 
buyers in terms of specifics. “Many 
good publications,” he said, “have 


been badly sold in terms of specif- 
‘ics of editorial content and circula- 


tion.” 

“Far too many space buyers 
don’t know good standards, and 
some don’t even care,” said Wil- 
liam K. Beard Jr., president, Asso- 
ciated Business Publications, in 
discussing “Publishing Principles 
and What They Mean in Advertis- 
ing Values.” 

Citing cases in which advertisers 
failed entirely to react even when 
the Audit Bureau of Circulations 
had uncovered and publicized ir- 
regularities of circulation practice, 


Advertising Age, April 19, 1954 


a cS 


| 


e 98%, McGraw-Hill Meeting Told . | 


Mr. Beard said, “There is too much! 


undertow of bad_ practice. 
awareness of what constitutes good 
publishing principles must be 
made clear to advertisers and 
agencies.” 


s Stressing the need to sell higher 
performance standards, Mr. Beard 
noted that “good publishing still 
pays off, because it offers the most 
in advertising value,” but warned 
the salesmen that “you cannot af- 
ford to relax. The survival of the 
kind of publishing we believe in is 
at stake,” he said, in an obvious 
reference to the marked differ- 
ences between proponents of the 
paid and controlled methods of 
business paper circulation. 
Frederic R. Gamble, president. 


“CANTON ... 4n Important Metropolitan Market 
In Rich Northeastern Ohio” 


THE LONG GREEN: 
$500 MILLION WORTH IN | 


THIS IS WHAT 


TO USE 
TO REACH IT! 


The Canton Metropolitan Area is a lush $500 million 
dollar market in which there are two highly urbanized 


communities besides Canton. The buying power of this market's 
80,913 families tops the national average by 19%. These 
families spend 11% more on retail goods than the 


national average. 


Another attractive feature of The Canton Metropolitan Area 
is the ease with which you can reach and sell it. The way 
to do it is in THE CANTON REPOSITORY — 100% city zone 


coverage . 


. . 75% total market coverage. 


THE REPOSITORY’s power in its market has made it 
5th in the nation and first in Ohio in retail food 
lineage! You know what advertisers demand to justify 


expenditure like this: results. 


What food can do, you can do. But remember this — if you're 
not in THE REPOSITORY, you're not selling Canton! 


THE CANTON 


REPOSITORY 


A BRUSH-MOORE NEWSPAPER 


Represented Nationally by 
Story, Brooks and Finley 


An 


THOMAS G. MacGOWAN, manager of the 
marketing research department, Firestone 
Tire & Rubber Co., has been elected pres- 
ident of the American Marketing Assn. New 
AMA v.p.s are Ira D. Anderson, North- 
western University; Arno H. Johnson, J. 
Walter Thompson Co., and William R. 
Spurlock, Eli Lilly & Co. Charles W. Smith, 
McKinsey & Co., is treasurer, and Hugh G. 
Wales, University of Illinois, is secretary. 


American Assn. of Advertising 
Agencies, answered a series of 18 
basic questions regarding agency 
operations, and agency-client and 
agency-publisher _ relationships, 
while Theodore S. Repplier, presi- 
dent of the Advertising Council, 
presented a_ slide-film on “The 
Future of America,” and outlined 
the work his organization under- 
takes to educate American con- 
sumers about the role of advertis- 
ing in the economic system. 

Speakers representing large na- 
tional business paper advertisers 
seemed agreed that all factors 
point to increasing markets for the 
future and that a higher level of 
editorial content, greater reader- 
ship, and more and better research 
will be demanded of business pa- 
pers by their advertisers. 


Premium Club Elects 

Hugh Somers of H. A. Somers & 
Associates, merchandising coun- 
selor, has been elected president 
of the Premium Industry Club. 
Other officers elected are Robert 
Steltenkamp, Steltenkamp, Wilson 
& Associates, v.p.; J. R. S. Crowder, 
Republic Co., treasurer, and Wil- 
liam F. Forbrich, Premium Prac- 
tice, secretary. 


Edith Knutsen Joins Knollin 
Edith M. Knutsen, formerly a 
v.p. of Christiansen Advertising 
Agency, Chicago, has been named 
media director of Knollin Adver- 
tising Agency, San Francisco. 


(ADVERTISEMENT) 
Tampa Electric Co. 
Names Wm. MaclInnes 
to post of President 


William MacInnes has been elected 
president of Tampa Electric Company. 
Formerly a vice president of Stone & 
Webster Service 
Corporation, Mr. 
MacInnes will as- 
sume his new 
duties immediate- 
ly. Tampa Electric 
Company, which § 
serves a popula- 
tion of approxi- 
mately 340,000, @ 
has 106,000 cus- 
tomers and an in- 
stalled generating 
| capacity of 220,000 
kilowatts. The 
company con- 
ducted a $17,720, 
000 = construction 
program in 1952 
and 1953 for re- 
placement of existing equipment and 
addition of new facilities in anticipa- 
tion of added load growth. Purchases 
of heavy machinery, cable, instruments, 
building materials and other necessary 
items are continuous. Tampa Electric 
is representative of the broad market 
for goods and services which Wall 
Street Journal advertisers are able to 
penetrate. Mr. MacInnes, for example, 
has been a long and regular reader of 
|The Wall Street Journal—a habit he 
has in common with men everywhere 
who keep getting ahead in business. 
What an advertising medium! 
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KEYSTONE. one of the biggest I 
events in merchandising history began : 
April 16. It’s Hardware Week, and 23,000 
stores’ are promoting it for all they’re 
worth. You can see the keystone of their 
entire effort in the current issue of one 
consumer magazine—the weekly that 
does more merchandising at the retail 


level than any other, the weekly that is 


Alben AW Bakley 


read most in millions POST V Qz= 
of homes: The Saturday i 4G ae 


Evening Post. It gets to 


the heart of America. 


*the Independent Retail Hardwaremen of America 
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Advertising Age, April 19, 1954 


’ Asserting that the American 
| ew a es public spent $575,000,000 for new 


radios last year, Mr. Fineshriber 


Pi : h Y N summarized the latest data on ra- 
P = dio ownership and listening. 

to increase sales...and decrease costs l C ° ou ame As the five “basic buys” on the 
radio network he listed: 


advertise more in newspapers in 754A It, We Deliver ® 1. Sponsor exclusivity on night- | 


; time programs, available at the 
' (Continued from Page 1) “lowest cost in years,” $14,000 and 
radios, where more than 92 out! under for time and talent on a 


because ies of every 100 families listen every | weekly 30-minute show. } 
week.” 2. Daytime quarter-hour strip. 

EACH YEAR ... The Average Wo ' Fifty-two week advertisers can / 
g man Spends More For ® Mr. Fineshriber declared that| get these (time and talent) for 


Newspapers Than She Does For Beauty Shop Services! 


NBC can give a company from six | $21,700 a week. | 

TIME SAVER! 78% Of All Housewives Read One Or More to 11 NBC Radio advertisements; 3. The three-plan, which offers 
Grocery Ads In Their Newspapers—Before Shopping! for the cost of a single bew maga-| three participations a week, choice | 
je zine page. He said that the net- of morning, afternoon and eve- 

Of The Women Who Read Any One Issue Of A Newspaper— work now offers one-minute par-/| ning strips, for a minimum of four 

85° Read The Ads Of Their Local Department Stores! ticipations for $2,025 compared| weeks at a cost of as little as $2,- 


with the b&w page costs of $13,-| 025 per minute. 
057 for Collier’s, $14,327 for Look,| 4. “Weekend” (the “Sunday 
Published in the interest of all newspapers by $17,270 for The Saturday Evening | newspaper of the air”) participa- 
Moloney, Regan & Schmitt Post and $22,830 for Life. The fig-| tions at a cost of $2,250 each. 
Representing only Newspapers ure for NBC combines time and! 5. “Roadshow” (Saturday after- 
——* talent. The magazine figures are|noon music, road _ information, 
for a page, including 10% for art} prizes, etc.) participations at a 
and mechanical costs. cost of $2,250 each. 


@ The network’s newest partici- 
pating program, “Sunday with 
Garroway,” was not included in 
the slide presentation for reasons 
of time, Mr. Fineshriber explained. 
This two-hour Sunday night show, 
like “Weekend” and “Roadshow,” 
can be bought on a one-minute, 
one-time basis. The price is the 
lowest yet charged by NBC for 
these “insertion” type programs— 
$2,000 per participation. 

The announcement of this so- 
called “new plan,” which turned 
out to be very much like those al- 
ready in effect for ‘““‘Weekend” and 
“Roadshow,” brought charges of 
rate cutting and encroachment on 
spot radio from some affiliates, 
representatives and the Station 
Representatives Assn. 

First business placed for the 
Garroway show is a one-time shot | 


NATION AL 
Highway Advertising 


costs only 10¢ per 1000 


net read-remembered impressions! 


For only 10¢, your brand name, trademark and selling slogan are read—and remembered—1,000 
times when you use NATIONAL Highway Advertising. You get this effective advertising at the 
lowest cost of any mass media because 46,500,000 families drive the American highways fre- 
quently. Accepted methods of computing costs prove you get this low price per net impressions 
when you use NATIONAL maintained Highway Advertising with SCOTCHLITE ® brand reflective 
sheeting. Write today to NATIONAL Advertising Company for details. 


for Kiplinger’s Changing Times 
April 18. More than 150 affiliates 
had agreed to accept this partici- 
pation by Thursday (April 15), 
while roughly 10—including some 
major stations as well as a couple 
of bonus. stations—had_ turned 
down the order, Mr. Fineshriber 
said. 


WOR-TV Asks FCC for Permit | 


ge Sn te |S eee 


to Test Zenith Phonevision 
WOR-TV, New York, has ap- 
plied to the Federal Communica- | ‘ 
Ans ae tions Commission for authorization 
cS to make experimental broadcasts 


f : = = a4 : of Zenith Radio Corp.’s Phone- 
WN WA 3 — & a ‘a vision _— of pg _. 
4 ae y +N cy Pa #%. 2 of gee oe = isi tween a.m. an : 
SS ZA | & . es a ioe 90-day period—times 
e e 2 Moe see 
a Advertising Company deg ot eee 


when the station would not other- 
ee wise be on the air. 


SS te ee . Purpose of the proposed test, 
WS WAUKESHA, WISCONSIN % oS ae) which will begin May 31 if the 


A Subsidiary of Minnesota Mining and Manufacturing Company ae INE > i authorization is granted, is to de- 
19 Sales and Service branches serving the entire nation. fe oe See termine Phonevision’s operating 


characteristics from a high-pow- 
ered transmitter in metropolitan 
New York. 


Joins Magazine Publishers 
Great American Publications 
Inc., Washington, has been elected 
5 ae aie  &, es 2 a to active membership in the Mag- 
(wies all ly . ees ta azine Publishers Assn., New York. ips 
vo = , = - American puts out Car Life, Nurs- — 
ing World, Speed Age and U. S. 
Government Advertiser. 


New Sales Opportunities 
for Fishing Tackle and 


Equipment Manufacturers 
10,000 dealers , 

2,100) who verve the needs ee 

te for tacts. ' 


Copyright 1954, National Advertising Company Fae ce » ae oe, : SURES eS e a ed rem Stee 
NATIONAL HIGHWAY ADVERTISING DELIVERS Your MESSAGE TO THE MOST PEOPLE AT THE LOWEST COST 
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marks where the 


TRER IS FIRST 


in Philadelphia... 


DAILY SUNDAY TOTAL 


Retail 


All doubt is out... when 


General 


it Comes to newspaper 
selling power in Philadelphia. 


This chart shows the 


overwhelming advertising 
leadership of THE INQUIRER, 


Automotive 


in the major classifications 


measured by Media Records. 


It’s clear enough as to which 
newspaper is FIRST in 


Financial 


Delaware Valley, U.S.A.... 
America’s 3rd Market. 

It’s clear that THE INQUIRER 
should head your schedule 


in Philadelphia, too! 


Classified 


Legal 


DELAWARE 
VALLEY, U.S.A. 


... covering 14 counties 
...home of 4% million 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


people .. . Philadelphia 
is its heart. 


Source: Media Records first three months 1954 


Che Philadelphia Mnguirer 


The Voice of Delaware Valley, U.S.A. 


West Coast Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Boulevard 


Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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Chanticleer Buys WTIK Independent Supers 
Durham’ Broadcasting Enter-| ms 2 

prises, Durham, N. C., has sold! Are Getting Bigger, 

WTIK to Chanticleer Broadcasting | ° 

_Co., New Brunswick, N. J., tor Grocer Study Finds 

$110,000, subject to Federal Com~| New York, April 14—“Food re- 

munications Commission approval.|, .. drips ; 

Durham Broadcasting will operate |‘@iling has changed more in the 

tv Channel 11 at Durham. Robert Past two decades than in any pre- 

Williams, manager of WCTC, New vious century,’ says Progressive 

Brunswick, has been named man- @70CeT. 

ager of WTIK. Independent grocers had a 
sales gain in 1953 of $990,000,000 
‘over the previous year, according 

Paul Warren Opens Agency to the publication’s 21st annual 


Paul C. Warren, formerly a V-D.! survey, and total independent sales 
of Ohio Advertising Agency, Cleve- | (including food sales of general 


land, has opened his own agency |stores and delicatessens) in 53 
in the National City Bank Bldg., were $22.2 billion—twice the sales 
Cleveland. Among his 18 industrial 
and consumer accounts is Sandus- 99° 
ky Brewing Co., Sandusky, O. 


The NEWS of the Rockies 


This is leadership. In 1953, we car- 
ried 73.3% of the retail jewelry lin- 
age, 77.5% of the electrical appliance 
linage, 63.3% of the radio linage— 
in this 2-newspaper field. 


(Media Records) 


While the independents’ per- 
centage gain in ’53 (4.7%) was not 


Es ee ot m™ Ketchum, MacLeod Boosts 2 quite as large as the chains’ 
Roe y ountain ews William J. Geissinger and Wil-| (6.9%), the independents’ dollar 
nee liam J. Gillilan, account supervi- | gain was slightly larger than the 
4 rg x oo é h MacLeod ®&/| chains’. 
A Seupas Howard Heurs eases DENVER sors of Ketchum, acLeo 


Grove, Pittsburgh, have been | Carl W. Dipman, editor of 
named v.p.s of the agency. Progressive Grocer, said that in- 


Day and Night 
The Southwest listens to WOAE 


The ONLY full-time 50,000 watt station covering 


the Southwest from San Antonio is WOAI. 


With a weekly audience of 377,817 families 


in the daytime . . . 633,677 at night (SAMS)... 


no other San Antonio station even approaches 


WOAI's clear channel coverage. Always be 


sure WOAI of Texas is on your advertising list. 


It's the only way to cover the Southwest 


so well... day and night. 


“The most powerful advertising 
influence in the great Southwest” 


1200 on every dial 

50,000 watts clear channel 

San Antonio, Texas 

NBC affiliate 

represented by Edward Petry & Co., Inc. 


of 1945 and four times the sales of | 


Advertising Age, April 19, 1954 


dependent grocers did 64.1% of 
the grocery store volume in ’53; 
,the chains 35.9%. This compares 
with 65.5% and 35.5% respectively 
in °52, according to the survey. 


® But Mr. Dipman notes that 
“all figures of this survey are ex- 
pressed in terms of new definition: 
Chains are companies of 11 or 
more stores and independents are 
companies with from 1 to 10 
stores.” 

Commenting on the trends spot- 
lighted by the survey, Mr. Dipman 
said that more grocers than ever 
improved their stores in °53. 
Stores of all kinds and sizes re- 
modelled or made other improve- 
ments. Hundreds of independents 
enlarged their premises. 

Chains opened more supermar- 
kets than independents since the 
war, but the chains’ pace slowed 
down in ’53. However, “about 
12,000 independent grocers closed 
in ’53,” he said. 


# Mr. Dipman predicted that 
“margins will continue low. The 
number of items that grocery 
stores will be expected to handle 
will continue to increase. That 
/means that large stores will have 
‘the advantage and as long as that 
‘is true, the grocery business will 
continue to drift to larger stores. 

“There is still room for more in- 
/dependent supermarkets,” he as- 
'serted. Especially is there an op- 
portunity in small cities for super- 
'markets of modest size—with sales 
,of $7,000 or $10,000 or $15,000 a 
' week. “In a few areas, pace-setting 
retail-wholesale combinations are 
going to thrive on the business 
|they will take away from large 
chains, as a few are already 
doing.” 

“At the close of 53 independent 
supermarkets were doing 30% of 
|the independents’ volume,” he 
said. “That business will be higher 
before the business settles and 
‘each year small stores will do a 
smaller percentage of the grocery 
| business,” he added, “but small 
stores will always be with us.” 


St. Louis Art Club Bows 


The Art Directors Club of St. 
Louis has been formed with a 
membership of 125 art directors 
and artists from advertising agen- 
cies and studios. Rudy Czufin, v.p. 
of Gardner Advertising Co., has 
been elected president. Other of- 
ficers elected are Stewart McCor- 
mick, art director, D’Arcy Adver- 
tising Co., v.p.; J. H. Stevens, art 
director, Winius-Brandon Co., v.p.; 
Otto Keisker, The Illustrators, sec- 
retary, and Larry Weaver, Larry 
Weaver & Associates, treasurer. 


Ted Wick Joins CBS-TV 

_ Ted Wick, formerly director of 
television and radio advertising 
and exploitation of Paramount Pic- 
tures, has been appointed director 
of publicity and exploitation of the 
Hollywood office of CBS Televi- 
sion, effective April 26. 


Rumrill Elects Van Arsdale 
John R. Van Arsdale, account 
executive and chairman of the 
plans board of Charles L. Rumrill 
& Co., Rochester, N. Y., has been 
elected a v.p. of the agency. 


are all exposed daily to claims for LIBEL, 
SLANDER. Invasion of Privacy. Violation of 
Copyright 

INSURE THIS HAZARD! 
Our unique policy 1s adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


| WRITE FOR DETAILS ANDO -RATES 


EMPLOYERS REINSURANCE 


CORPORATION 


insurance .Exchange — Kansas City. Mo 
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For a few things, Mrs. only. 
For a few things, Mr. only. 
For most things, Mr. and Mrs. 


Like most magazines, Town Journal 

specializes. Unlike any other magazine, TOWN JOURNAL 
Town Journal specializes in serving Graham Patterson, Publisher 
the decision-makers, men and women, Washington Square, Phila. 5, Pa. 
who live in Country-Side towns. 


May we help you? 


@ Sell the whole Country-Side market. Buy 
the Country-Side Unit—TOwN JOURNAL 
and FARM JOURNAL. Circulation 4,350,000. 
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That New York City Advertising Tax 


The attempt of New York City to collect a 3% sales tax on adver- 
tising agency service should be of real concern to every advertiser 
and every agency, regardless of where they may be located. While 
the New York City tax is not a tax on advertising, as such, and ap- 
plies only to agencies, it is still another indication of the type of tax- 
thinking which can be seriously harmful to the entire economy. 

Taxes are certainly necessary, although a good many of us suspect 
that they may have already gone beyond any sensible point. But even 
from the tax collector’s standpoint, it is short-sighted and foolish to 
collect taxes on the activities which increase the flow of goods and 
services. To do so must inevitably slow down this flow, and thus re- 
sult, eventually, in a smaller total tax collection, rather than a larger 
one. 

As Donald K. Clifford of Doherty, Clifford, Steers & Shenfield, 
chairman of the New York council of the American Assn. of Adver- 
tising Agencies, wrote to Mayor Robert F. Wagner of New York: 

“The purpose of advertising, planned and prepared by advertising 
agencies, is to find customers for the goods and services which their 
clients produce or distribute. Advertising is an essential form of sell- 
ing and job-making. Advertising multiplies selling messages and 
appeals and stimulates trade on a large and multiple scale... And 
because advertising is a multiple salesman, the losses would be mul- 
tiplied.”’ 

This is not mere idle chatter. It is unwise and ridiculous to tax the 
efforts to make sales, because in the final analysis all taxes stem from 
those sales. And in this regard a tax on advertising agency operations 
is exactly the same as if the city put a head tax or a salary tax on 
all salesmen, in addition to the normal taxes these salesmen and 
their employers now pay. 

From the standpoint of the ultimate effect on the coffers of the 
city, or of any other governmental body, it would make a good deal 
more sense to tax companies that do not employ salesmen, or do not 
use advertising, than to tax those who do. 

The more aggressive and dynamic the sales and advertising pro- 
gram of any business, the harder that business is working for the tax 
collector. The more lethargic and stodgy a business, the less that 
business contributes to the tax coffers. 


Keep Your Feet on the Ground 

The annual estimate of distribution of U. S. families by income 
groups, released last week by Everett R. Smith of Macfadden Publi- 
cations, and printed in AA’s April 12 issue, deserves the serious at- 
tention of every advertising man. 

Get out the table and pore over it. It will remind you to keep your 
promotional feet on the ground. 

No matter how well we may “know” that, even in the plush U. S. 
economy, most families are far from wealthy, it is important that this 
knowledge actually penetrate into our consciousness. 

If the Macfadden estimates are accurate—and they have been ac- 
cepted for years—on Jan. 1 of this year there were slightly more 
than 8,000,000 families with annual incomes of $5,000 or over. This 
represents a substantial segment of all families—18.3%, as against 
18.1% the previous year. 

But the important thing to remember is that considerably less than 
one-fifth of all U. S. families are in this over-$5,000 group. In the 
$3,000-$4,999 group are 14,116,000 families—32.3% of all families. 
And in the $2,000-$2,999 group are another 10,208,000 families— 
23.3% of total family units. 

The conclusion is quite clear. Advertising appeals must still largely 
be geared to people to whom pennies are important, and it behooves 
everyone in the business to keep this fact clearly in mind. Otherwise, 
too many advertising appeals are likely to be addressed right over 
the financial heads of too many families. 


—Eric Stigler, MacFarland, Aveyard & Co. 
“The show didn’t go on last night. The Smiling Philosopher forgot his dentures.” 


What They 


‘re Saying 


Prediction 

I do have one prediction to 
make. That the next five years 
will bring the complete and full) 
marriage of the television and mo- 
tion picture’ industries: When 
America has 85 to 95% television 
set penetration, the majority of the 
feature films will be produced first 
for television, with the exception 
of the panorama type of super.) 
After the feature film has run its 
course on tv, it will then be re- 
leased to the comparatively few 
second run motion picture theaters 
in existence. 

The motion picture theater busi- | 
ness as it is now constituted will | 
go through the drastic change that 
took place in the legitimate or live | 
theater with the advent of the) 
talking picture. Television, not the 
motion picture, will develop and 
create new entertainment, talent 
and the stars of tomorrow. 

By 1960 over 60% of the feature 
films produced will be for exhibi- 
tion primarily on television—on 
tape—in color—and received in 
the home on popular priced 40” to 
50” optically perfected picture 
screens. The balance of production 
will be for the limited number of 
first run theaters. 

The American public want and 
expect full-length feature films 
on tv and they usually get what 
they want. How and who will pay 
for them will be developed to meet 


the demand. 
| —Colin M. Self, 


president, KEY-T, 


| Santa Barbara, speaking before the 
} Northern California Academy of Tele- 
| vision, San Francisco, March 25. 


| 

The Tariff Discussion 

| The big issue, it seems to me, is 
| net one of tariffs, high, medium, 
‘or low, but of what this country 
must do to insure its security and 
|prosperity in a troubled world. 
|Conceding that we have a stake in 
|the prosperity of other nations, 
‘other nations have an even strong- 
‘er need for our prosperity here. 
|Our position in the present mili-| 
tary situation is obvious, and we| 
can fulfill our responsibilities only 
‘when we are economically strong. 
Commercially, it must be remem- 
'bered our purchases of European 
/commodities rise and fall with our 
|domestic economy. We are a good) 
‘customer only when our consumer) 
purchasing power is high. 
| Unfortunately, this essential fact) 
has been largely overlooked in the 
| black-and-white type of tariff 
| discussion. I think it is an un-| 
fortunate omission, for its impor-_| 


tance should be clear. In 1760, 
David Hume, the economist, said: 
“T pray for flourishing commerce 
in Germany, Italy, France, and 
all of Europe.” I think today that 
everyone in “Germany, Italy, 
France, and all of Europe” might 
well have prayers for flourishing 
commerce in the United States, 
for in its absence, their own dif- 
ficulties would be increased great- 
ly. 

—Henry B. du Pont, v.p., E. I. du 

Pont de Nemours & Co., speaking 


before the Virginia State Chamber 
of Commerce in Richmond. 


Trademarks Take Caps 

It has come to our attention that 
Walter Winchell referred to two of 
our trademarked products in a 


|column early this year. Unfortu- 


nately, the reference did not 
identify them as trademarks. We 
have contacted Mr. Winchell about 
this, and because you carried this 
column on Jan. 11, we are writing 
to you, also. 

The names “Benzedrine” and 
“Dexedrine,” carried in this col- 
umn, are Smith, Kline & French 
trademarks for our brands of race- 
mic amphetamine sulfate and dex- 
tro-amphetamine sulfate, respect- 
ively. These latter words are gen- 
eric, and hence can be carried in 
lower case; but the SKF trade- 
marks, if you wish to carry them 
specifically, should be capitalized. 

I am sure you will understand 
that this is important to us for 
business reasons, and also to you 
in the interests of accuracy. 


—Letter from Richard C. Bostwick, 
pubiic relations department, Smith, 
Kline & French Laboratories, Phila- 
delphia. 


The Secret of Progress 

As management, we fully accept 
the responsibility to keep people 
employed, for in full employment 
lies the secret of a progressive 
consumer economy. By consumer 
economy, we mean sales; if people 
don’t consume, they don’t buy, and 
if they don’t buy, there are no 
sales, there is no production and 
therefore no employment. 

—Col. Arthur W. Tager, president and 

a founder of Advertising Corp. of 

America, speaking at a dinner cele- 


brating the company’s 30th anniver- 
sary in Easthampton, Mass. 


‘Life’s a Hazard’ 


M.P.s creak, dovecotes flutter, 
Life’s a hazard, so very utter. 
House Purchase, Endowment, Pen- 
sions. Education. H. L. Austin, ex- 
M.P., Crown Life Ins. Co., 125 
High Holborn, W.C.1. HOL. 1701. 


—Classified ad in The New Statesman | 


and Nation, London. 


Advertising Age, April 19, 1954 


Rough Proofs 


Maybe with all those office 
buildings going up in New York, 
this is the wrong time for the city 
_to suggest an exodus by instituting 
‘agency sales tax. 


Those newspaper ads of Robert 
R. Young, supplying details of 
high finance as practiced in the 
good old days, must be rather em- 
barrassing to some very respect- 
able banking houses. 


The Brooklyn Dodgers have 
demonstrated to their loyal follow- 
ers that they can beat the Yankees 
in the springtime if not in the fall. 


The volume of business already 
booked by Time Inc.’s unnamed 
sports weekly indicates that it is 
experiencing a very healthy pre- 
natal period. 


M-G-M is promoting ‘Executive 
Suite” in business journals, realiz- 
ing there are a lot of management 
men who would like to know “what 
secret struggles for power go on 
behind the scenes.” 


Some smart people in this bus- 
iness think the loss of position by 
Lucky Strike since it has been us- 
ing “Be happy—go Lucky” is a 
death blow to the once potent ad- 
vertising slogan. 


Gladys the beautiful receptionist 
says she was surprised to learn af- 
ter Howard Hughes paid $23,500,- 
000 for RKO pictures that Jane 
Russell wasn’t included in the deal. 


Woodbury after-shave lotion 
takes a rather dim view of its 
market, saying, ‘“‘We hope science 
ends the whole messy business by 
1974.” 

Oh, well, maybe full beards will 
be back in style 20 years from now. 


The development most likely to 
postpone indefinitely the release 
of men from the bondage of shav- 
ing is the publication of those Look 
pictures of Ernest Hemingway on 
safari. 


Sign of spring: They’ve begun 
plugging Tommy Armour’s book 
again with the same uninhibited 
headline, “Whack the hell out of 
the ball with your right hand.” 


In spite of the documentary evi- 
dence cited by Kent cigarets in 
favor of its filter, the American 
Medical Assn. continues to insist 
it’s mostly hot air. 


It’s only a_ coincidence that 
/most business conventions are held 
at resorts where the meeting rooms 
|are spacious, the food and drink 
'exceptional and the greens are 
| fast.and true. 
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As far as 


everyone lives in the West 


editors are concerned 


This discussion of Sunset’s editorial 
policies is reprinted from March Sunset 
— The Magazine of Western Living 


Living is active all year 
round in Sunset’s territory 
... $0 is buying ! 


of cou er" 
differ a 
Ler 1s 2 m a 
these es ¢ part it » a 
sunset OMY By Rocky Mow 
te you braMeE — imate. TRY 4 Cased agéns 
— s co 
Sunset concentrates | 1 be t ee ar “ ~ nt . 
the better to serve the Fast? . k off the sou 
| : soe pass the ar the Ini home 
West and Hawaii w often — * we of Mexi: © as n income, ° 
5 like these da to the vm preval BS hate ownership, etc., 
8 ae game time — iff ype modi- Sunset families are 
yl ° in from ong oUF PP oat inland way above average 
peti este Climate 1,9 arn sun 
e al mre 
‘ , every OOP y wavs. The cook acteristic of 
eal P ; : P 
ine tO d dm © the Mt for this mild 
A uniquely close es of the West: at edit Sunset of a 
relationship exists — We ore West _ vo%ex the 
between Sunset and in = & ortu P we — or pt 
e . 
its readers e in t m "cope of Ras ~ less article 
wt | 2,000 _ iving, Meer” the West: 
2 , ; 
trav i ory tow " ijored *0° ticks to its gt 
and and rt oF a why Sunset § xclusi ly - it ny 
a ah err : et on ® 
m find Wester® 
o mu tL T as who can- 
acho cs and abele de the 
tic soher 
de ; si } Ss. sne mg 
: , ‘ ag’ } subd 
Sunset circulates is are 6 the Side. {n this ha dif- — gubscripH° every ® a ernet ® d 
the nation’s fastest Continent® Toy living simp from 4 is WHY gerve the ©. is the ig 
very escape “eten tO jieve 3 0 
e ° se te ie S t is one of 
rowing market reGiODs Te re want 1 ways WON’ — write’ jee. We DF": 59,000 OPE Og | Sunset is one 
9g 9g ferent. 1 wilderness : vt prefer to no = more than pesead the largest of ALL 


magazines in its 
territory 


LANE PUBLISHING CO. 


: oY Publishers of Sunset Magazine and Sunset Books 
Western customers, gives your advertising MENLO PARK, CALIFORNIA 


an opportunity to sell harder! Advertising Offices: San Francisco, Los Angeles, Seattle, New York, 
Chicago, Detroit, Boston, Atlanta, Tyler (Texas), Honolulu 
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The job of living and doing business in % OF “U.S.NE WS & WORL ” 
these quickly changing and complex times | ~ 
forces people with the big responsibilities ; 

to rely more than ever before upon TO OTHER MA 
their source of the important news. 
The dramatic circulation growth of | 
“U.S.NEWS & WORLD REPORT” in recent years 
makes clear the exent to which these very WEEKLY “B” 
people are turning to “U.S.NEWS & WORLD REPORT” _ 
for the essential, useful news they need 3 
today. For instance, of our present 
subscribers,more than 300,000 are former ? 
subscribers to other magazines. Of these, some 4 WEEKLY “C” 
150,000 dropped their subscriptions to these - 
other magazines during the past two years alone! 
Advertisers have been quick to sense this 
shift—more and more of them are following 
it, and getting concentrated coverage of 
their best prospects and customers, at 
considerable dollar savings.* 
This continuing shift in reading habits 
accounts for the high non-duplicaiion of the 
“U.S.NEWS & WORLD REPORT” market with any 
other magazine in the field. It accounts 
for the rich concentration, and resulting 
low cost, of coverage of high-income people = 
with the important “yes” and “no” decisions : 
to make throughout American business, 
industry, government and the professions. 


® es 


MONTHLY “D” 
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WEEKLY “F” 


*__ These dollar savings can easily be 
documented. Get the latest coverage 
' facts, and costs, in terms of your 
markets and your objectives, from the 
advertising office nearest you. 
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13.8% 


en % OF THESE SUBSCRIBERS 
a WHO DROPPED THEIR 


SUBSCRIPTIONS WITHIN PAST 2 YEARS 


Source: Research Report No. 37, April 1953, 
Survey of Non-Duplication, Market Research 
Division, “U.S.News & World Report.” 
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Americas Class 
News Magazine 


Advertising offices at 

30 Rockefeller Plaza, 

New York 20, N. Y. Other 
advertising offices in 
Boston, Philadelphia, 
Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, 
and Washington. 
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S-D Surveys Urges Market Research Firms 'earry the chief burden of all re-!clude American Telephone & Tele- Strassberg to Zachary & Liss 


search projects but a considerable graph Co., Colgate-Palmolive Co., Steve Strassberg, formerly with 


to Recognize Their Interviewers as Employes number of “drifters” lower the Dow Chemical Co., Lever Bros. Co.,|pnayiq ©. Albert Associates, has 


quality of the final results because and Batten, Barton, Durstine &);,. : 
New York, April 13—A move, the word “contractor.” ‘the latter have never stayed long Osborn; Pcnion & Bowles; Dancer- pageny censor & Liss, New York, 
urging market research organiza- It is also pointed out that while enough with any one firm to learn Fitzgerald-Sample, and _ Foote, , 7 an See See 
tions to recognize their field in- quality of research depends on the fundamentals of their profes- Cone & Belding. | 
terviewers as “employes” rather) quality of interviewers, employers sion. ‘Rubenstein Joins Frank 
than independent contractors and often fail to offer incentives neces-| S-D Surveys is an affiliate of Evans Joins NBC Spot | Len Rubenstein, formerly exec- 
provide better insurance protection | sary to inspire loyalty and good Stewart-Dougall & Associates, a) Paul B. Evans, previously with utive art director and creative head 
to clients, personnel and the public! will among personnel. As a result, marketing management company.| Paul H. Raymer Co., has joined| of Henry M. Hempstead Co., Chi- 
in connection with market re- some 5,000 reliable interviewers’ Companies for which it has con- NBC spot sales in Chicago as a | cago, has joined the creative staff 
search was launched here this | earning from 85¢ to $1.75 per hour ducted research, AA was told, in-! radio account executive. | of Clinton E. Frank Inc., Chicago. 
week by S-D Surveys Inc., a na-| 
tional market research organiza- | 
tion employing nearly 800 trained 
field interviewers. 
In a policy statement distributed 
yesterday, S-D Surveys recognized 
the employe status of all its in- 
terviewers and announced comple- 
tion of arrangements for full insur- 
ance coverage, within insurable 
limits, for all future claims against 
itself and its clients. 


a In the past, it was explained, | 
persons hurt in tasting food, using | 
household equipment, hit by field 
interviewers’ cars, or injured by) 
other negligent acts of market re- 
search personnel, had difficulty in 
collecting claims from market re- 
search companies or the latter’s 
clients because of the common-law | 
principle insulating the operator of 
a business from liability for all | 
acts of “independent contractors.” | 

In a covering note to the state- 
ment, which has been sent to about 
1,000 concerns engaged in market 
research activities, Arthur B. 
Dougall, president of S-D Surveys, 
points out the “tremendous growth 
of the marketing research profes- 
sion,” and declares that it “still 
has some growing to do,” partic- 
ularly in connection with its re- 
sponsibility to clients and em- 
ployes. 


s On this point the S-D policy 
statement maintains that the strict 
supervision, training and instruc- 
tion of field interviewers “places 
them without question” within the 
legal meaning of the word ‘“em- 
ploye” and above the meaning of 


we Fedlly have 


what the others are 


shouting about! 


Highest percent by far 
Among Married Women 18-35 
who spend the most! 


PARENTS’ MAGAZINE....... 
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Advertising Age, April 19, 1954 


company’s drive to compete with|Everywoman’s, Family  Circle,| purchase of a carton of Dr. Pepper. | 
Dr. P epper Sets ‘ae rail tea, as “a a other Farm & Ranch, Parents’ Magazine, The packets are attached to Dr. | 
$1 ,000 000 Budget soft drinks. Progressive Farmer and Woman’s Pepper cartons by use.of a egeetel 
Bulk of the budget wil be spent Day. collar. | 
Dattas, April 13—For the sec- on radio ads. Nearly 150 stations 

ond year in succession, Dr. Pepper are slated to carry spots, in addi- # Dr. Pepper has also started its NBC Promotes James Nelson 
Co. plans to spend more than $1,- tion to the 40 stations which carry third annual free seed campaign, National Broadcasting Co., New 
000,000 on advertising during 1954. Dr. Pepper’s regular show, “The in which more than 3,000,000 pack- York, has promoted James H. 
Another $250,000 is expected to be Silver Dollar Man.” TV spots will ets of prize-winning flower seeds Nelson, formerly advertising and 
added by bottlers’ individual cam-| be used to a lesser extent. Inser-|are being given away throughout promotion manager of the radio ) 
paigns. |tions in b&w and color are slated the nation. network, to staff assistant to Syl-| 


Ruthrauff & Ryan, Dr. Pepper’s| for more than 400 newspapers. _ One packet of between 200 and vester L. Weaver Jr., NBC presi-| > ren Sf —— 
eS 
<— 
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agency, has aimed the beverage) Ads also are scheduled for 500 seeds is given free with each dent. s 
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.-- where it counts! 


Remember, as a kid, how tough it was to connect with a solid, clean hit? 


And remember how, as you practiced, you learned how to keep 


your eye on the ball? That required concentration, didn’t it? You bet! 


We've got 400 of them 
at your call every day! 
Pontiac can give you the 
- geles market. To score a smashing sales hit you have to concentrate assistance, advice and help 
you need because only 
Pontiac has Artists, Color 
Process, Photographers, 
Typographers, Electrotypers 
City and Retail Trading Zone. _ and Photoengravers all 
under one roof plus 40 years 
of experience in service to 
the advertising profession! 
Call or write and let 


The same is true when advertising to the vast, wealthy Los An- 


vour advertising efforts on the rich, population-packed Los Angeles 


~ 


That’s where more than three-fourths of all Southern California 


~—— 


—— SS eee = nd 


ae retail sales are made, and that’s where the Herald- Express concen- us tell you more... 
= 
us | trates more than 90 per cent of its 300,000 plus circulation! COLOR PROce 
be . 
| ENGRAVING, 
| ART WORK 
; HOTOGRAPHY 
| _ aw UNIFIED 
| Los Angeles ———-: hl CUCU ages owen? SERVICES 


-HERALD-EXPRESS SoS 


ceo Daily C iclation | in the West's Largest Ci “ity”. 
/ , 


Represented Nationally by Moloney, Regan and Schmitt, Inc. Ve Co. 


812 W. VAN BUREN STREET 
| HA ymarket 1-1000 © Chicago 7, Illinois 
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When your commercial’s delivered, that’s 
only the first step toward your sales. 
“SELLEVISION” is the all-important second 
step that bridges the gap-by merchandising - 
between your message and the cash register. 
Your commercial says, “Remember to buy 
me.” “SELLEVISION” says, “You saw me 
on television... here I am!” Result? Many 
more sales than the unsupported commercials 
will produce. 

What’s more, every “SELLEVISION”’ dis- 
play piece serves as a constant reminder to 
passers-by to tune in your program, thereby 


SELLEVISION ... 


most powerful merchandising 


building more audience for your commercials. 
“SELLEVISION” keeps your program work- 
ing for you right around the clock, seven days 
a week. 


“SELLEVISION” is syndicated, like our pro- 
grams, which means it is available to each 
sponsor at a fraction of the cost of prepara- 
tion. The combination of an NBC FILM 
DIVISION quality program, plus the tre- 
mendous added service of “SELLEVISION”, 
makes any local or regional sponsor as big and 
important an advertiser in his market as any 
national advertiser. 
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“SELLEVISION” includes the industry’s largest collection of 
point-of-sale and other merchandising pieces, publicity, audience 
promotion, exploitation and advertising aids for every sponsor. 


"“SELLEVISION”’...exclusive with 


NBC FILM DIVISION 


SERVING ALL SPONSORS...SERVING ALL STATIONS 


NBC FILM DIVISION—30 Rockefeller Plaza, New York 20,.N. Y. + Merchandise Mart, Chicage, Ill. + Sunset & Vine Sts., Hollywood, Calif. » In Canada: RCA Victor, Royal York Hotel, Toronto ©1954 NBC FILM DIVISION 


picid ce iam tear Sts) aii awa Cetra i 2 re bP a Re ten eee eae Se Le ie oe re ta ee 
say pee 
7 | | 
| = 
- « e e | . 
= service in syndicate : me 
; Lad 2 (GOULET, LORS iN See PR aa 
; 7 te. fone ~<a il 
ay = \ e=; Captured © Jrrovment § és FF ec, —— Guewegy U1 dy e 
xd : hel recep a | Re | ve 
a S OR | 2 a 
: iil 
Coe = : oe \ —— ica ve “Uf; See 
: —— al cron ey FF 
ss Pa a ay | < $m ATSEA - \ y one 
™ << ————— \ ad ae . eae >? a 
’ | a - 7 Pa se os = en 7 - : 
ae — » : — Hee 
seneccrcnnocenncsonpanmacnconcnerncenamaaae: iz A 
= ee | bop eyo 4 AN 
Rene ff OS Se é3iae \ ,y) . 
oot Pay FE Baran, sco eee pacts: | roe ; 
= ay EG Pow ted outs n TV by , 
f Se J... a are 
a q se par, a ee : EVY Nes 
| ~~ ie 2a. 
-. os Bt 6 3 | a ie 
| | i’ Al Se = 
ae / cat 
| “a Wh / / laa ie ae 
q / / ‘i 
i : / 
\ Xe { AL / | | | 
| . | * oe a - hous / /,§ : TA | | _ get 
la Ms io. 2 as 
j uy <: : if > , > /| i A : iit. ay Pe 
il es ey no d A $ ee & / Pe f ” ” Pei 
| ; cy. * - 
| | hig any ee 
| af ————— 4 
So? \ Ree x : 
4 Banae PR ote ; 
.. wae NS oa a 
s iy aan 
CS ban. a as | ; | 
fe : , , ae 3A | : 
™ = git ’ o i 
! =~, Ee a 
| , A en 
” | 4 3 ‘oe ,- ee 
ae ae oe 
| | | 
| es tC 
3 ee ; 
a ia 


20 


Four A’s Council Elects 

The New England Council of 
the American Assn. of Advertising 
Agencies has elected S. H. Nelson 
of William B. Remington Inc. 
chairman and a member of the 
Four A’s national board of direc- 
tors. Other officers elected are W. 
L. Shepardson, James Thomas 
Chirurg Co., vice-chairman; Law- 


rence O. Pratt, Batten, Barton, 
Durstine & Osborn,  secretary- 
treasurer, and John A. Keary, 


Sutherland-Abbott, 
the board of governors. 


TV Firm Buys WSAU . 
WSAU, Wausau, Wis., has been 
sold by WSAU Inc. to Wisconsin 
Valley Television Corp. Six Wis- 
consin River Valley 
are principal owners of the tele- 


vision company. Both companies 
had applied for Channel 7, but 
with the sale, WSAU Inc. has 


agreed to cancel its application. 


member of 


newspapers 


4 


316,000 


WATTS FULL POWER 


| FRANK H. KOUBA has been named a v.p. 
of Klau-Van Pietersom-Dunlap, Milwaukee. 


Mr. Kouba joined the agency in 1952. 


| 
| 


WTRF TV 


represented by Hollingbery 
Robt. W. Ferguson, VP & GM 
phone Wheeling 1177 

Radio Affiliates WTRF © WTRF-FM 
Wheeling, W. Va. 

agency. 


_Amplex Names Ellington 

| Amplex Corp., New York, has 
appointed Ellington 
York, for its line of commercial 
and industrial lighting equipment 
and photographic lamps and bulbs. 
Beatty & Oliver was the previous 


& Co., New 


Advertising Age, April 19, 1954 


Teenagers Answer Formfit's Queries 
on Girdles, Bras at ‘Board’ Meeting 


(Continued from Page 2) that “reason-why” copy describing 
lowed in its wake. The same little the product is better, but suggested 
blonde also questioned whether the again that it be “catchy.” 
ads are selling bras, despite their’ Among the magazines the board 
high readership. members like best are Seventeen, 

Even though most members of | Mademoiselle, Glamour, Life, 
the board reported being im- Look, Ladies’ Home Journal and 
pressed by the Maidenform ads, it!Woman’s Home Companion. Sev- 
was not determined how many—if| enteen was the undisputed favor- 
any—had purchased a Maidenform | ite. 
product. Formfit’s Bobbie line, it 

As for advertising media, the | said, is not advertised enough. 
teenagers said both newspapers! 
and magazines are good, but maga-|®@ The girls were also asked how 
zines are the best. In newspaper and where they buy their girdles 
ads they prefer sketches to illus- and bras, as well as other clothing. 
trate the product, but in magazines; Almost none admitted setting 
they think photographs are more foot in so-called “teen” depart- 
effective. And. they said, the pho-|ments in department stores, be- 
tographs should be “catchy and cause the clothes they carry are 
different’—but not necessarily |“too young.” But most seemed to 
like Maidenform. feel that a special teen department 
The board solemnly declared|for foundations would be good if 
staffed by specialists in the junior 


was 


‘The news of the week looks better 


. . . REPORTED ON CHAMPION FORMAT ENAMEL. The paper 
a publication is printed on can make editorial material seem 
easier to read, and more interesting. It is the foundation upon 
which to build a good-looking magazine. That is why many 
printers and publishers use Champion Format Enamel . . . it 


gives a publication that quality look. 


THE CHAMPION PAPER 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 


AND FIBRE COMPANY « 


HAMILTON, OHIO 


Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


WHATEVER YOUR 


PAPER 


PROBLEM, , 


i Te. 


CHALLENGE 


Symbol of Quality, Integrity, Service 


'figure’s requirements. 

Instead of patronizing the “teen” 
departments, most of the girls re- 
ported that they head for the 
“junior” sections now found in 
most stores, and the others like 
the “misses” dress departments. 
Only a handful reported being 
conscious of clothing manufac- 
turers by name, or asking for a 
particular brand of clothing. 


s They pick their stores mostly on 
the basis of window displays and 
stoutly declared that they won’t 
patronize stores where the sales 
girls are not courteous. “Low- 
overhead” merchandising, one 
| teenager asserted, is not attractive 
at all and makes clothes look 
“dull and lifeless.” 

After expressing their enthusias- 
tic approval of Bobbies and a 
group of junior fashions brought 
to the Formfit meeting by Wini- 
fred Galbraith, fashion editor of 
Look, the Bobbie Board members 
turned in a unique collection of ex- 
"pense accounts and returned to 
| their studies. 

MacFarland, Aveyard & Co., 
Chicago, the Formfit agency, will 
cope with the recommendations 
‘from new on. 


Poole Consolidates Radio, TV 
John Poole Broadcasting Co. has 
| consolidated its radio and tv oper- 
ations in Fresno, Cal. In the 
| change, George Nickson, previous- 
ly manager of KBIF, becomes gen- 
}eral manager of both KBIF and 
| KBID-TV. Gene Grant, formerly 
| sales manager of KBID-TV, is di- 
rector of sales. Ray Grant has been 
| promoted from account executive 
to sales manager of KBIF. Robert 
Wesson, general manager of 
KBID-TV, has resigned. Offices 
|of KBIF have been consolidated 
with those of the tv station at 1117 
N St. 


Appoints 4 Representatives 

The Do-It-Yourself Guild, Her- 
mosa Beach, Cal., has appointed 
four publishers’ representatives to 
handle sales of advertising in the 
guild’s monthly do-it-yourself sec- 
tions in American Home and The 
Saturday Evening Post. They are 
Walter E. Barber Co., New York; 
Russell B. Smith, Chicago; Fred 
Wright Co., St. Louis and Dallas, 
and Gordon Simpson & Associates, 
Los Angeles. 


_Downyflake, GE Tie-in 
A full-color three-fifths page 
ad in the Metro Group April 25 
will feature a dish of waffles next 
to which is a General Electric 
|automatic toaster, dramatizing the 
| A 
| convenience of Downyflake waf- 
\fles. According to J. M. Korn & 
|Co., Philadelphia, the Downyflake 
/agency, a food product has never 
| before been so closely associated 
with a home appliance in an ad. 


TRADE-MARK 


TO CHAMPION 
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BILLION DOLLAR SPOKANE MARKET 


It’s one of the three 
Must Markets in the 
Pacific Northwest 


Watch your business prosper when you cover the Billion Dollar 
Spokane Market and completely sell the prosperous Pacific Northwest. 
Here are the significant facts about the Spokane Market: its more than 
a million residents spend more than a billion dollars annually for retail 
goods . . . income per farm is nearly double the U. S. farm average 
... it’s the heart of the Pacific Northwest, but an independent, unified 
and isolated trading area with a stable year ‘round income from diversi- 
fied industries and agriculture. 


A BIG market in its own right . . . half again as large as the states 
of New York and New Jersey combined . . . the Spokane Market is 
vital in any Pacific Northwest sales program. You can't afford to pass 
up a market with more people than Baltimore or Cleveland. But, you 
do miss the big-buying power of the Spokane Market unless you give 
it the individual attention it merits. You can do so easily with just 
one effective, economical selling medium . . . The Spokesman-Review 
and Spokane Daily Chronicle, the two strong, local dailies which 
have been accepted and read as home-town newspapers in every 
segment of their vast and important area since pioneer days. With 
their blanket coverage and outstanding readership, they are the 
source of the essential ingredient that makes any business prosper 

. zooming sales! 


JM SURE GLAD WE 
MADE THAT TEST 
/Al SPOKAAN/E 


SPOKANE RECEIVED THE LARGEST NUMBER OF VOTES OF ANY 
CITY IN THE NATION . . . REGARDLESS OF SIZE... . IN SALES 
MANAGEMENT'S TEST MARKET SURVEY* OF ADVERTISING AND 
MANUFACTURING EXECUTIVES. IT IS VOTED BEST FOR TESTS 
BECAUSE OF ITS UNUSUALLY FAVORABLE TEST MARKET FAC- 
TORS. GET THE FULL TEST STORY FROM YOUR CRESMER AND 
WOODWARD MAN. 

"November 10, 1953 


Advertising Representatives Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY Combined Daily 


SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
CIRCULATION 


Now Over 


Accepted as 


Home-Town Newspapers LHe SPOKESMAN-R EVIEW . 
Se AMING. SUNDAY 
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Doremus-Eshleman Boosts 2 
Doremus-Eshleman Co., Phila- 
delphia, has appointed Philip R. 
Livingston to the new position of 
director of financial advertising. 
Mr. Livingston joined the agency 
as an account executive in 1947. 
Elizabeth E. Raftery has been pro- 
moted from assistant production 
manager to production manager. 


Brooke, Smith Adds Account 
Brooke, Smith, French & Dor- 
rance, San Francisco, has been 


named to handle advertising for 
United States Leasing Corp., San 
|Francisco. Initial campaign will 


machinery and equipment leasing 
service in national media. 


Thomas Appoints Martikonis 
Leonard V. Martikonis, formerly 

with Burgess Battery Co., Free- 

port, Ill., has been named adver- 


division of Thomas Industries Inc., 
Ft. Atkinson, Wis. 


Forest Lawn Names Warren 
Robert C. Warren, formerly ac- 


rae + count executive for Ruthrauff & 
| introduce the company’s industrial , 


Ryan, has been named to head the 
community affairs department of 
Forest Lawn Memorial Park, Glen- 
dale, Cal. He will be in charge of 
publicity, public relations, adver- 
tising and promotion. 


Sugars Joins ‘S. F. Chronicle’ 
tising manager of the Moe Light | 


Art Sugars, formerly personnel 
director of Schenley Industries 
Inc., has joined the national adver- 


tising staff of the: San Francisco 
Chronicle. 


Picard, Marvin Adds One 


Sales Affiliates Inc., New York, 
has appointed Picard, Marvin & 
Redfield, New York, to handle ad- 
vertising for its permanent wave 


‘products, hair colorings and cos- 


metics. Newspapers, magazines, 
trade publications, television and 
radio will be used to promote the 
Zotos Wave and Inecto hair color- 
ing lines. 


Dealer's Advertising 
Preferences 


THESE FACTS PROVE IT! 


Here are some of the reports available 


to you... made for us, not by us... to 


help you get down to cases in your plans 


to sell lowa. 


Quality Of Reader: “Measuring the 


World's Biggest Farmer" (U. S. Census 
Bureau survey on high income average 
of Wallaces’ lowa farmers). 


Reader Traffic: Continuing Study of 


Farm Publications No. 4 


| 


NUMBER ONE 


in the nation’s 
No.1 Farm Market! 


Nothing pleases us more than to have an advertiser ask 
for the measure of Iowa as a market for his product, or 
of the media serving this market. 

It gives us a lot of satisfaction because Wallaces’ Farmer 
and Iowa Homestead always comes out ahead — by a 
country mile. What’s more, not a single item needs to be 
left to guess-work. We know we can do the job for you. 
Our knowing is based on completely unbiased, scientific 
facts. And common sense. 


What Do You Want to Know? Would it help you to know more 


about the readers of your ads? What they own, their sources of 


(the facts on 


cover-to-cover readership). 


Reoder Preference "InFARMation Please 


No. 2” (scientific area sampling study by 


helpful farming information, their buying intentions, what gets 
their attention? Would you like to know what your dealers think 
of your advertising? Do you want an additional reliable estimate 
of your sales potential? Write us for reports you want. Perhaps 
you'd like to use our research facilities to. make a special study 
for you. We'd like to help you. 


lowa State College showing subscribers’ 


confidence in their farm paper). 


Dealer Preference : Special for you based 
on information you furnish to get your 


dealers’ views on advertising and media. 
| Coverage:SRDS, ABC figures on actual 


Wes 


farm coverage. 


Reader Frame of Mind: Comparison 
tests on selling climate created by media 


in the market. 


ABR ET SRY 


AND 


DANTE M. PIERCE, PUBLISHER 


WALLACES’ FARMER 
IOWA HOMESTEAD 


DES MOINES, IOWA 


Advertising Age, April 19, 1954 


In 17 Years NBC Put 
$15-20,000,000 into 


Toscanini Orchestra 


New York, April 14—Arturo 
Toscanini and the symphony or- 
chestra which the National Broad- 
casting Co. assembled for him in 
| 1937 have appeared under the 
| auspices of six different adver- 
tisers in the past 17 years. 
| However, despite periodic spon- 
sorship, NBC has spent from $15,- 
000,000 to $20,000,000 since 1937 
to keep the orchestra going. 

_ The Toscanini-directed concerts 
| were broadcast strictly sustaining 
‘for the first six years. In August, 
1943, General Motors began spon- 
soring the NBC Symphony Orches- 
tra broadcasts; the automobile 
maker retained the sponsor credits 
on this much-lauded highbrow 
music series for the next three 
years. 

Next advertiser to buy the pro- 
gram was U. S. Steel, which pre- 
sented a summer series of concerts 
for three years in a row starting 
in June, 1949. Toscanini did not 
/appear on these broadcasts, which 
| spotlighted guest conductors. Early 
‘in 1951, E. R. Squibb & Sons 
‘bought three months of concerts 
by the symphony under the direc- 
tion of its regular and guest con- 
ductors. 


| 


8 Socony-Vacuum Oil Co. spon- 
sored this year’s regular season 
series, which ended April 4 with 
what later was announced as Tos- 
canini’s farewell appearance with 
the NBC Symphony Orchestra. On 
his 87th birthday (March 25), the 
noted conductor wrote his letter of 
resignation to Brig. Gen. David 
Sarnoff, RCA-NBC board chair- 
man, but the news was kept from 
the public and press until after he 
had finished his last concert for 
NBC. 

The maestro did not enjoy con- 
ducting on television, but he made 
about 10 appearances on tv be- 
_ tween 1948 and 1952. Several of 
| these concerts were sponsored by 
|Radio Corp. of America and Rey- 
/nolds Metals Co. 

_ The NBC orchestra, which was 
| formed for the great Italian con- 


|ductor, will not continue’ long 
without him. After a summer 
series, ending in October, the 


symphony ensemble will go out of 
‘existence. Next fall the Boston 
| Symphony Saturday night concert 
will be carried over NBC radio as 
|the network’s featured good music 
attraction. 


Name Gray Moderator 

Robert Gray, advertising and 
sales promotion manager of Esso 
Standard Oil Co., will serve as 
moderator of an advertising editor- 
advertising student panel at the 
Inside Advertising banquet on 
April 21 at the Hotel Biltmore, 
New York. The banquet will cli- 
max the Assn. of Advertising Men 
and Women’s Inside Advertising 
, Week. 


Introduces ‘Stanz-Up’ Socks 

Esquire Socks, New York, will 
bring out its new Stanz-Up socks 
in a few trading areas in time for 
Father’s Day promotion. The socks 
feature elastic which is sewn into 
the sock. Packaged in individual 
gift boxes, the socks will sell for 
$1 and $1.50. 


King Joins ‘Life’ 

Warren A. King, formerly a 
manufacturers’ representative for 
English and American companies, 
|has been named automotive mer- 
chandising manager for Life, New 
York. 


Simonson Joins Group 

Charles A. Simonson, formerly 
|with Time Inc., has joined the 
| eastern sales staff of True Story 
Women’s Group, New York. 
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THE LOGUE FAMILY is most effectively reached 
through Negro newspapers. Joan, 12, studies 
piano and ballet, likes ice and roller skating. 
Janis, 3, is already enrolled in ballet school. Mrs. 
Logue, active in civic and charitable organiza- 
tions, also finds time for ceramics. The Logues 
are among the two million families who read 
Negro newspapers each week. 


HOMEWORK, with audience. Other distractions for 
twelve-year-old Joan include Girl Scout member- 
ship and the “Jack and Jill” club. Negro news- 
papers carry special pages and features devoted 
to youngsters, obtaining readership and interest 
at an early age. 


DAY !S DCNE for Janis, tucked away by her adoring 
mother in her own room. Janis will grow into a 
consumer of advertised goods and services, con- 
ditioned by the Negro newspapers her family 
reads for news not reported elsewhere. API -news- 
papers enjoy readership far beyond the norm, 


HANDSOME HOME, happy family and a pleasant busi- 
ness life as salesman for a distributor: these are 
some of the better things enjoyed by John T. 
Logue. Graduate of Fisk’s Business Administration 
course, Mr. Logue was the first Negro appointed as 


i tet, 


ae eg 


tee 
<*.. 

a eRe 
Ss 


* 


(Hod 
pe! 


a Recruiting Specialist in the U. S. Navy. Active 
churchgoer, ardent deep-sea fisherman, Mr. Logue 
typifies the better-paid, college-trained Negro. 
59.4% more Negroes are college-trained today than 
a decade ago. 


Do you recognize this family? 


AME: The John T. Logues. Occupa- 

tion of head of family: salesman for 
wholesale liquor distributor. The family 
enjoys a handsome home in a pleasant 
neighborhood, a 1953 automobile and most 
luxuries of middle-class living. Dad is a 
graduate of Fisk University, Class of ’36; 
Mom too—Class of ’38. 


Typical of the Negro market? Not exactly. 
But the point is this: there are well-to-do, 
well-educated colored families in great— 
and growing—numbers. They’re part of a 
$15 billion plus colored market of sixteen 
million persons. 


Four hundred and seventy-five national 


ASSOCIATED PUBLISHERS, 


31 West 46th St., N. Y. 36, N. Y. 
JUdson 2-1177 


advertisers currently reach this market 
with schedules in API newspapers. They 
capitalize on the special nature of Negro 
newspapers, written for and about Ne- 
groes, written in terms of Negro interest 
exclusively. 


Do you recognize the Logues? No longer 
invisible, they—and other colored families 
—live mostly in cities (61%), get their 
news in their papers, and reward adver- 
tisers with long-lived brand loyalty. API 
newspapers cover 24 of America’s most 
important Negro communities. May we 
help you recognize the Logues? Call on us 
for enlightening market data. 


Inc. 


166 W. Washington St., Chicago 2, Ill. 
ANdover 3-6343 


Pacific Coast Representative: \WHALEY-CAHILL COMPANY 
655 Russ Bldg., San Francisco, Calif., SUtter 1-6072 
6513 Hollywood Blvd., Los Angeles, Calif., HOllywood 3-7157 


BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO-AMERICAN 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
HOUSTON, INFORMER 

KANSAS CITY, THE CALL 


LOS ANGELES, THE CALIFORNIA EAGLE FRLASELINA, 


LOUISVILLE, DEFENDER 

MEMPHIS, TRI-STATE DEFENDER 
MINNEAPOLIS, SPOKESMAN 

NEWARK, NEW JERSEY AFRO-AMERICAN 
NEW ORLEANS, LOUISIANA WEEKLY 
NEW YORK, AGE DEFENDER 

NORFOLK, JOURNAL AND GUIDE 


RICHMOND, AFRO-AMERICAN 
SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN-REPORTER 
ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN 


f{AFRO-AMERICAN 


(Me TRIBUNE NATIONAL) CHICAGO DEFENDER 


ITHE TRIBUNE 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 
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more and more men 
| have big-time jobs... 


...and more and more tamilies 
enjoy upper-income living 


HOLE communities of better homes are surrounding the 
shuttered mansions of yesterday. 


For executive incomes are earned today not just by a few 
but by a big and growing class. 


Just since 1940, the number of management men in U.S. 
business has almost doubled. 


These are the people who control business buying. 


And these are the men (with their wives) who buy a big 
share of everything that goes into a home—from the food in 
the freezer, to the electric blanket on the bed. 


One magazine has grown apace with this big executive class. 
Since 1940, TIME’s circulation has more than doubled. TIME 
now reaches more than 1,800,000 families. Most of the TIME- 
reading family heads earn upper-level incomes in business, 
the government and the professions. 


Every week they give TIME their top attention. Among 
leaders in all vital fields, TIME is the favorite magazine. 
Evidence on request. 
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Jones Frankel Adds One 

Parker House Sausage Co., Chi- 
cago, has appointed Jones Frankel 
Co., Chicago, to handle advertis- 
ing for its Parker House pork 
sausage. A merchandising program 
will be launched via Chicago area 
newspapers and radio. 


Three Join Cole & Weber 

Richard Finley, Richard Park- 
inson and Virgil Lockwood, all, 
formerly with Foote, Cone & Beld-| 
ing, have joined the staff of Cole 
& Weber, Portland, Ore. 


Francom Names Baker V.P. 

A. Wayne Baker, formerly pro- 
motion manager of KSL, Salt Lake 
City CBS affiliate, has been ap- 
pointed v.p. of Francom Advertis- 
ing Agency, Salt Lake City. 


BERNARD P. GALLAGHER 


for the purchase and sale 
of publication properties 


147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


IN 1953... 


O’Brien Joins Representative 

George D. O’Brien, formerly on 
the advertising staff of Tid- 
ings, Los Angeles, has joined the 
Los Angeles office of Cresmer & 
Woodward Inc., newspaper rep- 
resentative. 


Vegotia I ia ins cine cml » 


LOCAL ADVERTISERS used The 


CHRONICLE 


EXCLUSIVELY! 


This represents 
69.2% of all exclusive 


Local Advertisers in 


EXCLUSIVE : 
LOCAL 
ADVERTISERS 


CHRONICLE 
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THERE CAN BE ONLY ONE 


Houston! 


Al 


Consecutive Years 
of Leadership in 
Advertising and 
Circulation. 
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The Houston 
JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY —WNational Representatives 


Chronicle 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


Advertising Age, April 19, 1954 


Earnings of Advertisers 
1953 Fiscal Year 


Earnings 
Sales Profit per share 

Company 1953 1952 1953 1952 1953 1952 
Abbott Laboratories .$ 88,141,583 $ 85,528,360 $ 9,220,042 $ 8,845,906 $ 2.35 $ 2 
Admiral Corp. -...... 250,931,605 191,224,356 8,213,165 8,711,133 3.48. 3.69 
Aluminum Uo. of 

BED. s0ccsescs 711,073,898 584,005,750 48,848,094 43,527,142 4.71 4.19 
American Brake Shoe 

| EPS RAR SE 139,783,168 135,378,553 4,852,896 4,641,847 3.70 3.52 
American Can Co. .... 660,581,470 621,697,691 30,778,414 27,380,494 256 2.25 
American Home Products 

Sr 13,093,103 11,734,993 3.41 3.05 
American Natura! Gas 

Db shtkbnaceeae +e 117,933,306 102,667,812 12,879,033 8,649,572 3.48 2.34 
American Safety Razor 

ae ae ae — 914,128 584,492 .60 41 
Atchison, Topeka & 

Santa Fe Railway .. 613,531,290 604,512,060 77,185,997 70,737,705 14.62 13.29 
American Woolen Co. . 73,494,160 111,865,830 *9,476,981 *6,194956 —— —— 
Armstrong Cork Co. ... 217,484,369 202,373,467 9,264,978 8,685,259 5.84 5.47 
Arvin Industries ..... 73,395,197 64,289,781 2,255,000 2,209,733 2.53 2.48 
Bayuk Cigars Inc. .... 35,210,259 33,950,749 802,549 630,054 1.02 -80 
Beech-Nut Packing Co. 86,628,693 81,498,803 3,703,470 2,910,053 2.42 1.990 
Benson & Hedges ..... 27,069,971 19,958,343 1,204,019 894,612 2.74 2.04 
Bigelow-Sanford 

Carpet Ce. ....... 73,178,765 67,272,765 3,471,252 *1,252,362 3.32 *1.44 
2 aire 792,381,721 768,019,612 20,264,156 17,667,137 4.71 4.11 
Burroughs Corp. ..... 162,631,564 151,326,584 7,206,655 7,893,419 144 1.58 
Butler Bros. ...... re 125,717,437. 117,507,779 199,651 1,251,755 -73 -76 
Chesapeake & Ohio 

Railway Co. ....... 344,048,870 355,682,536 48,100,000 45,000,000 6.04 5.66 
Coca-Cola Co. ....... 28,209,242 27,274,774 660 6.38 
Consolidated Vultee 

Aircraft Corp. ..... 370,703,232 390,997,843 10,254,821 10,426,476 4.31 4.39 
Continental Can Co. ... 554,436,982 77,552,367 15,680,953 14,400,000 4.29 4.22 
Continental Oil Co. ... 479,963,710 399,265,877 40,874,666 38,087,890 4.20 3.91 
Corn Products Refining 

i .. eavessdcecase 197,640,536 186,734,091 16,110,887 13,929,125 5.42 4.60 
Oe: GR. ccccccese 16,214,739 9,951,407 521,776 243,680 81 38 
Ge Wk: dhaddeeness 315,677,790 319,271,069 8,703,262 9,872,823 3.47 3.96 
Cream of Wheat Corp. 10,008,961 10,031,641 1,136,918 1,129,747 1.89 1.88 
Crown Cork & Seal 

Ok 4agackes caves 106,785,708 104,691,051 1,531,823 862,094 81 -26 
Crown Zellerbach Corp. 223,202,102 188,305,502 19,950,323 16,020,965 2.74 2.57 
Curtiss-Wright Corp. 438,728,482 326,183,643 11,402,791 9,047,514 1.36 1.02 
Dennison Mfg. Co. .... 38,613,000 35,604,000 1,957,000 1,778,000 3.29 3.09 
Detroit Steel Products Co. 46,476,074 38,250,246 1,981,898 1,840,701 3.83 3.57 
errr 98,000,470 65,391,831 4,365,900 3,106,314 8.63 6.07 
Easy Washitig Machine Co. oa 155,437 130,653 1.02 85 
Edison Bros. Stores Inc. 81,633,641 80,696,187 2,279,072 2,293,509 2.38 2.40 
Electric Storage Bat- 

Wt Ss. 60.50%s5046 96,191,286 108,956,929 1,698,067 2,249,376 1.87 2.48 
Ex-Cell-O Corp. 97,504,705 88,976,087 6,000,281 5,738,117 7.76 8.16 
Fairbanks, Morse & Co. 107,531,317 117,885,982 4,262,734 4,602,929 3.55 3.84 
Florence Stove Co. . 28,821,636 32,823,393 *150,273 901,783 —— 2.46 
General Electric Co. .. 3,128,127,301 2,623,887,509 165,727,889 151,719,905 5.75 5.26 
Greyhound Corp. ..... 244,928,505 229,005,831 13,801,400 13,595,651 1.27 1.26 
Hamilton Watch Co. .. 33,180,017 19,419,038 1,529,783 525,576 3.59 1.00 
Hart Schaffner & Marx 68,866,677 62,263,140 1,425,196 1,035,520 4.07 2.96 
G. Heileman Brewing Co. 16,211,620 12,339,168 1,293,211 950,955 2.87 2.11 
Hershey Chocolate Corp. 150,023,919 152,663,082 9,908,547 9,647,234 3.92 3.81 
Kawneer Co. ......... 20,728,239 15,754,976 891,617 824,833 3.06 2.83 
James Lees & Sons Co. 60,293,280 65,199,928 3,175,071 3,824,264 3.76 4.55 
S| eee 89,959,405 88,625,282 10,688,260 10,211,425 3.46 3.30 
McLellan Stores Co. .. 60,672,811 62,475,908 1,964,898 2,130,216 2.31 2.50 
er 41,869,577 36,485,557 1,625,322 1,321,138 2.64 2.13 
Merritt-Chapman & Scott 

Gr véuraceues 104,671,369 80,930,097 3,494,688 1,496,320 3.96 2.18 
Minnesota & Ontario 

| eee 67,331,489 63,380,361 5,687,358 5,218,263 4.89 4.60 
Montgomery Ward & Co. 999,123,379 1,084,586,322 41,195,173 49,593,351 6.12 7.41 
Motor Wheel Corp. .... 84,240,448 68,872,473 2,975,902 2,596,414 3.52 3.07 
Munsingwear Inc. ..... 29,485,281 28,948,732 1,100,194 968,814 2.79 2.42 
G. C. Murphy Co. .... 187,163,824 184,065,449 7,971,414 7,267,853 3.54 3.21 
National Biscuit Co. .. 359,017,706 346,537,081 18,145,160 17,819,160 2.61 2.56 
National Cylinder Gas Co. 109,925,509 127,440,061 5,937,864 5,158,624 2.52 2.17 
National Dairy Products 

GE. <tewsecveces + 1,232,125,776 1,141,295,700 30,837,169 27,799,252 4.63 4.22 
National Lead Co. .... 436,050,592 358,048,435 30,848,928 23,060,054 2.58 2.06 
BED BOE. kccccccss 1,979,250 2,361,591 916,457 1,269,694 —— — 
Perfection Stove Co. 32,126,205 30,260,720 986,851 741,303 3.62 2.72 
Chas. Pfizer & Co. .... 127,002,576 107,084,105 13,409,688 11,362,282 2.73 2.17 
Phillips Petroleum Co. . 762,307,225 720,527,888 76,760,231 75,284,261 5.25 5.17 
Pittsburgh Plate Glass 

Ms $05s5004440-00% 451,964,697 402,055,085 36,864,785 36,771,925 4.07 4.07 
Raytheon Mfg. Co. .... 45,065,000 51,240,000 1,063,000 1,355,000 46 -60 
Republic Aviation Corp. 411,810,885 412,235,088 8,314,301 8,096,001 6.83 6.65 
Reynolds Metals Co. .. 287,892,987 234,738,789 16,844,661 14,731,071 10.15 8.12 
Rock Island Railroad .. 207,955,342 213,938,266 25,912,087 22,641,225 16.07 13.57 
Shell Oil Co. ........ 1,269,551,079 1,142,631,978 115,406,585 90,872,834 8.40 6.61 
Sheraton Corp. of 

hee 18,123,997 16,272,086 739,453 537,943 .22 ag 
Simmons Co. ........ 152,233,662 157,594,094 5,758,099 5,552,794 4.97 4.79 
Sperry Corp. ......-. 464,071,442 396,218,009 15,801,411 13,930,044 7.57 6.75 
Spiegel Inc. ....... é 134,082,399 146,053,787 1,225,912 1,711,879 53 83 
Sterling Drug Inc. .... 161,706,271 157,059;776 11,560,069 10,495,968 2.91 2.63 
Sab GE. GB ccvcceess 670,787,000 617,390,000 45,154,000 43,013,000 5.85 6.01 
WE FM. 64600000 1,558,814,244 1,510,073,199 192,600,078 181,242,172 7.01 6.59 
Texas Eastern Transmis- ; 

sion Corp. .......- 136,868,308 93,894,236 5,499,027 5,498,677 1.33 1.11 
i... Sree 37,649,342 32,558,215 446,045 880,124 1.26 2.62 
Transcontinental Gas Pipe 

i). Sererrere 59,029,126 51,802,517 7,774,424 5,767,166 181 1.24 
Union Bag & Paper Corp. 106,347,795 95,908,267 9,889,161 11,060,486 5.58 6.24 
Union Electric Co. of ‘ 

NE wees see 102,538,161 90,760,513 16,194,477 14,886,288 1.36 1.23 
Union Oil Co. of ; 

Pee re 305,819,054 269,811,189 38,099,602 27,579,759 641 4.61 
United Biscuit Co. of 

RE cceccccees 118,112,865 110,274,621 4,213,016 4,333,581 3.96 4.19 
United Elastic Corp. .. 20,509,963 23,494,503 1,471,141 1,902,088 5.44 7.03 
United States Pipe & 

Foundry Co. ..... 88,328,718 85,120,100 6,782,812 4,499,679 7.37 4.89 
Universal Consolidated | 

 - Pare —— — 2,209,512 1,300,671 3.79 2.23 
Universal Match Corp. . 30,272,316 23,682,608 705,618 767,608 2.31 2.51 
Universal Pictures Co. 

Ml: see ee60ss260% eee 772,979 475,888 71 A3 
Vanadium Corp. ‘of America 43,278,701 38,367,411 3,014,903 2,324,321 5.41 4.17 
Van Raalte Co ...... 29,215,053 29,055,305 1,675,178 1,795,538 3.50 3.82 
Waltham Watch Co. ... 5,963,993 5,042,288 61,917 162,892 oe 
West Penn Electric 

Dk eksnedtavecese 114,898,651 108,021,160 14,490,232 13,487,366 343 —— 
West Penn Power Co.. 62,434,196 57,720,679 10,845,539 10,410,193 258 —— 
Wheeling Steel Corp. . 219,509,774 180,234,985 12,458,311 10,950,780 7.49 6.43 
White Motor Co. ..... 167,384,914 148,526,317 5,015,367 3,447,503 6.20 4.44 
Yale & Towne Mfg. Co. 109,626,417 93,190,206 2,894,664 2,941,222 461 4.77 
Zenith Radio Corp. ... 166,733,276 137,637,697 5,631,701 5,845,933 11.44 11.87 
Philco Promotes Skinner v.p. of its television division. Mr. 


Philco Corp., Philadelphia, has| Skinner formerly was v.p. in 


promoted James M. Skinner Jr. to 


charge of distribution. 
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Grocery Buying habits 
and Grand Preference 


FOOD PRODUCTS — aj) 


foods, bac 


At Rais 


Here is the detailed report of 1954 grocery buying habits of 277,000 
families in one of the nation’s great food markets. This is the 31st 
annual edition of The Milwaukee Journal Consumer Analysis with 


up-to-the-minute facts— 


Per cent of families using your type of product 
Per cent of users preferring each brand 


When they buy groceries—per.cent by days 
Type of store and service preferred TuE ve i LW AU KEE JO U RN AL 


Dealer distribution by brands 


Nation's Leading Newspaper in Total Advertising 
and in ROP Color Advertising 


| 1 eer — with past year E National Representatives—O'Mara & Ormsbee, Inc. 
This information, all gathered since January 1, 1954, New York Chicago Detroit Los Angeles 
again shows competitive positions 1n scores of San Francisco 


products and shifts in brand preference and product 

usage. If you haven't already received a copy, write now and get 
the close-up details on local marketing and buying factors which 
influence your 1954 sales in the Milwaukee market. 
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= we’ve just made the toughest 


decision in 


ieee on). I Se ee i Pan oa ne 


our 35 years of publishing... 


EACH MONTH ten million people register approval of 
Fawcett properties by putting down their money for one 


or another Faweett-published magazines or books. 
They buy TRUE, the largest selling man’s magazine, 


and the first all-man magazine to be bought by more : | 
than 2,000,000 men. a 
They buy TRUE CONFESSIONS, biggest newsstand seller a 
in the romance field .. . MOTION PICTURE, oldest title in | 
that field... MECHANIX ILLUSTRATED, 25 years old last : | 
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November, and for several years the newsstand leader 
among: all mechanical books. 

Others buy CAVALIER, STARTLING DETECTIVE, TRUE 
POLICE CASES, and REAL POLICE CASES. Still more buy 
Fawcett Library Books and Gold Medal books. 

Distribution and sales of 30,000,000 Signet and New 
American Library books are handled by Faweett’s Cir- 
culation Staff each year... Every month, foreign editions 
of Fawcett properties are printed in Australia, England, 
Germany, Denmark and Italy...and every month, 
Faweett’s wholly-owned printing plant, Fawcett-Dear- 
ing, in Louisville, prints 30,000,000 copies of national 
magazines, including WOMAN’S DAY, AMERICAN LEGION, 
CAPPER’S FARMER and HOUSEHOLD. 

We think that all these efforts add up to what might 
reasonably be called a “big” publishing operation. 

In our 35 years, we have naturally seen plenty of maga- 
zines go out of business. We have just put up the “Cease 
Publication” sign for TODAY’S WOMAN, effective with the 
June issue. The decision to discontinue TODAY’S WOMAN 
was arrived at most reluctantly. Because of our tremen- 
dous investment in the last eight years, and the rugged 
costs of room and board in today’s publishing world, con- 
tinuing the magazine would put an unfair burden on 
other Fawcett properties. 


We believe that “big” publishing enterprises stay 


“big” if they face the facts of life. 


Fawcett Publications 


67 WEST 44TH STREET 


NEW YORK 36, NEW YORK 
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John Blair Elects Two 
John Blair & Co., New York 
radio station representative, has 


' TELL AND SELL YOUR. STORY 
WITH GENUINE PHOTOGRAPHS 
8x 10's Post Cards Tip-ons 
Minratures — Portfolios — Business Cards 
THE GROGAN PHOTO COMPANY 
(blta No Bais St. Danville, Hines 
Phone WEbster 9 3219 


eee Le “Ye 
122 S) Michigan Ave. 


elected Robert E. Eastman, former- 
ly v.p. and national sales manager, 
exec. v.p. and Charles F. Dilcher, 
formerly manager of Blair’s Chi- 
cago office, a v.p. 


Ratfetto to Tracy, Kent 


Advertising Suffers from Lack of Dignity, 


Sameness, Untruthfulness: Dean McCarthy , eee 


MINNEAPOLIS, April 13—Al- 
though the virtues of advertising 
“far outweigh the faults,” recent 


| Calling the bulk of advertising 
“effective and praiseworthy,” Dean 
McCarthy warned that the re- 


G. B. Raffetto Inc., New York criticisms leveled at a minority of sponsible majority of ad people 
manufacturer of food specialties|the profession cannot be ignored, | cannot ignore the criticisms leveled 
and condiments, has appointed | James E. McCarthy told 400 adver-|at the minority, lest advertising 


Tracy, Kent & Co., New York, to 
handle its advertising. Magazines 
and newspapers will be used. 


What are you promoting . f 


@ consumer item 


have, and always will, lead the sales 


parade .. 
ultimate in store-traffic stimulation. 


prize. 
One or a thousand available immediately. 
Get the full story today . . 


749 Rush St. + Chicago 11, Ill. «+ 


Hitch Your Sales to a Pony 
And Watch Him Pull for You / 


. . foods, drugs, tooth- 
paste, dairy products, candy? Whatever it is, if it's 
and children use it too, you'll 
never believe the downright magnetic drawing power 
of a ‘“‘Give-a-Pony’’ promotion. Free Ponies always 
promotion 
. with parents, too! You'll see here the 


And a Pony is very inexpensive compared to the 
ount of interest you will create with any other 


. Write or phone 


Fashion Club Shetland Pony Sales Co. 


DEL. 7-7566 


tising men and women here last 
week. 

Mr. McCarthy, dean of Notre 
Dame University’s school of com- 
merce, spoke at a one-day adver- 
tising workshop sponsored by the 
Advertising Club of Minneapolis— 
the first of its kind in the Twin 
‘Cities area. 
| Other featured speakers were 
Fairfax Cone, president of Foote, 
‘Cone & Belding; Edward Mc- 
Auliffe, copy head of J. Walter 
/Thompson Co.; Herbert D. Bissell, 
director of merchandising for 
| Minneapolis-Honey well Regulator 
‘Co. and Jack Mullowney, adver- 


'tising and merchandising director | 


of Green Giant Co., 


|Minn. 


LeSueur, 


fall victim to a Dr. Jekyll-Mr. 
Hyde split personality in which 
the bad crowds out and eventually 
kills the good. 

“The real challenge does not 
come from the public, the adver- 
tiser or the merchant,” he said. 
“The challenge comes from within. 

“Because of the nature of its 
function in an economy such as 
ours, advertising should be de- 
|termining public trends, cultiva- 
ting the public taste and even 
raising the intellectual tone of 
society. But it has not been doing 
90:"" 


| 


@ Elaborating on the three major 
accusations against advertising— 
‘sameness, lack of dignity and 


land in this position. 


THE MOST 


IMPORTANT CORNER 


: le IN THE U.S.A. 


ATW 
SAN DIEGO 
CALIFORNIA 


The made-in-San Diego Convair XFY-1 vertical take-off 
delta wing fighter rests on its tail in a vertical position. 
This fabulous, new plane is designed to take off and 


and 


San Diego Union | 


EVENING TRIBUNE 


CONSUMER SPENDABLE INCOME 


New Orleans, La. . 
Dallas, Texas . . 
Providence, R. 1. . 
Denver, Colorado . 
Atlanta, Georgia . 
Columbus, Ohio . 
Peoria, Illinois. . 
Des Moines, lowa . 


SAN 


- $1,075,559,000 
988,442,000 


~ « 437,925,000 
- « 860,862,000 
- « 758,112,000 
- « 766,857,000 
- « 222,820,000 


416,658,000 


IEGO 


California 


1953 
$1,280,848,000 


1952 $1,163,768,000 


SOURCE: STANDARD RATE & DATA SERVICE 


way to reach 


newspapers. 


San Diegans have more money to 
spend. The lowest-cost-per-impression 


tion” coverage cf these two great 


them is with the ‘satura- 


REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., INC. 


Advertising Age, April 19, 1954 


untruthfulness—Dean 
said: 


McCarthy 


“Here the worst 
offender is television, with radio a 
close runner-up” in the “in- 
furiating monotony of the oft-re- 
peated commercial. 

“What most of us cannot under- 
stand is why a presumably intel- 
ligent sponsor persists in antag- 
onizing the public -upon whose 
good will the sale of his product 
depends.” 


e Lack of Dignity: “The occasional 
impropriety in advertising has 
multiplied and worsened into 
shocking bad taste in both art and 
copy. The decline of standards of 
good taste has been gradual, but it 
has been so steady that it seems 
deliberate. 

“You cannot afford it. A reaction 
already has set in, for this is one 
of advertising’s shortcomings that 
the public is already doing some- 
thing about.” 


e Untruthfulness: “Advertising as 
a matter of long practice has de- 
pended almost entirely upon over- 
statement” as the way to express 
ideas. “In our personal lives, we 
soon learn to discount the man 
who is constantly in an uproar, 
who cannot distinguish between 
‘the insignificant and the impor- 
‘tant. 

“There is some reason to believe 
that the public is beginning to 
think that for too long advertising 
has been in an uproar over matters 
| that are of little consequence, and 
ithat many of its campaigns are 
/keyed at too high a pitch. The re- 
/sult is resistance instead of ac- 
| ceptance.” 


a Fairfax Cone, who _ presented 
advertising campaigns he wished 
‘he had been associated with, said 
|that one reason advertising is in- 
|teresting is because “there is no 
|one way to do anything in it.” 

Pointing out that his choice of 
campaigns was limited to printed 
media, Mr. Cone said that tel- 
evision “should be—and the best 
of it is—printed advertising come 
to life.” 

Mr. Bissell described advertising 
as “the last step in the preparation 
of a sales campaign.” 

“Don’t advertise until you’ve 
prepared the way for advertising; 
until you know your product in- 
side and out; until your channels 
of distribution are as open as you 
can humanly make them,” he 
advised the ad scholars. 

Advertising too soon is “the most 
common, the most deadly, the most 
expensive failure that occurs in 
our profession,” he said. 


ae Mr. Mullowney outlined Green 
Giant’s extensive advertising-mer- 
chandising activities, which are 
built around “gadget” and “gim- 
mick” mailings to major grocery 
outlets throughout the nation, he 
said. 

Other workshop speakers in- 
cluded J. E. Ratner, v.p., Camp- 
bell-Mithun Inc.; John W. Moffett, 
advertising director, Minneapolis 
Star and Tribune; John Morrisey, 
advertising manager of Life; 
Richard N. Jones, advertising di- 
rector, House & Home; Arthur H. 
Lund, v.p. and radio-tv director, 
Campbell-Mithun, and Carl Hen- 
ke, general sales manager, General 
Outdoor Advertising Co., Chicago. 


Marsteller, Gebhardt Adds 3 

The Chicago office of Marsteller, 
Gebhardt & Reed has been ap- 
pointed to handle advertising for 
Pullman Trust & Savings Bank, 
| Standard State Bank, both of 
‘Chicago, and the State Bank of 
Blue Island, Blue Island, II1. 


Jackson Food to Seelig 

Jackson Food Co., St. Louis 
manufacturer of Whiffen Chips, 
has appointed Seelig & Co., St. 
Louis, to handle its advertising. 
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How much 
SALES POWER 
does it 
take 
today *? 


Selling to industries isn’t what it used to be. 


For every worthwhile plant a dozen years ago, you now 
have two, three, or four to be contacted. Inside the plants, 
the picture has changed, too. Growth has greatly 
expanded the number of men who have something to 
say about the selection or rejection of your products. 


You may say, “Oh, we’ve doubled our sales force to 
take care of this!”” But even a doubled sales force may 
not be a match for the size and complexity of today’s 
industrial selling job. 


Add to this the tougher competition you’re up against 
and you can see why it takes a whale of a lot more 


SALES POWER now. 


It isn’t number of salesmen alone that determines your 


SALES POWER. It’s the calibre of men—their training 
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—their enthusiasm for your products—and how well 
their contact time is matched to the real sales potential. 


With all these things at their best, your sales force can 
personally contact only a fraction of the vast parade 
of buying influences constantly moving through indus- 
try’s key positions. 


It’s the advertising support you give your salesmen that 
multiplies their effectiveness by making your products 
wanted in more plants. It’s this advertising support 
that pipes information about your products to far more 
key men than your salesmen can ever contact personally. 


It’s this advertising support, adequately related to the 
size of your selling job, that steps up your SALES 
POWER and increases the productivity of your sales 
force. Whether your advertising program is adequate 
to today’s selling job, is something your advertising 
agency can best help you evaluate. 


THE PE NTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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a To a woman, a car is something she uses to accom- 
plish something else. It’s a shopping cart, kiddie coop, 
school bus, club car, baby tender, family loge at the 
Drive-in. Not a sleek demon of surging horsepower. 
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3. But don’t expect her to listen reverently to talk about 
hydraulic torque converters. She wants information on 
cars—but she wants it in her own language. 


——_ Oe owe ee ee ee eee ee 


Zz 
\ 
\ 
) 
1 
{ 
( 
\ 
( 
1 
\ 
\ 
| 
\ 
1 
| 
\ 
| 
\ 
\ 


gis A ah ON A i, a sk dt a ne neil 


ale 


5. While you're catching up on statistics, never under- 
estimate the power of a woman in choosing a car. It’s 
no mere coincidence that among families buying new cars 


(a survey shows) almost half the women read Ladies’ 
Home Journal. 
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What men should know about 


a 


\ 


2. Because a woman’s view of a car is functional—she is ; 
no small creative influence on Detroit. Who else inspired | 
not merely two-tone interiors, but automatic transmis- | 
sions, power steering, power brakes, and seats that rise | 
up as mysteriously as a dentist’s chair? ; 

| 
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4, You might as well forget the persistent bit of folklore 
that associates crumpled fenders with women drivers. 
Fact is, current statistics show that their safety record 
is twice as good as men’s. 
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6. Back seat driving for women went out of fashion at 
approximately the same moment the self-starter re- 
placed the crank handle. Today some 19,379,000 licensed 
drivers are women. 
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‘ft The Journal never did suggest putting potted petunias 
in the rear car window. But as a source of new ideas on 
practically everything under the sun, the Journal is now 
bought by more than 5,000,000 women. 


| 


8. Despite the change in woman’s role since 
wire wheels went out and came in again, man 
is still sometimes a useful auto accessory! 
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What men should know about Women & Advertising 


Whether you advertise automobiles, or anything else that 


women are a power in choosing these days, please keep this in 
mind... 


Unless you speak to her in a medium that is really all hers, 
that she responds to as a woman. . . you might as well whisper 
in a wind-tunnel. 


But when you’re in the Journal, you have her total attention. 
Because all the Journal is about her interests . . . and only the 


Journal is about all her interests. Which also accounts for these 
phenomenal success figures: 


At a 35¢ newsstand price, the Journal’s circulation is now over 
5,000,000 per issue. That’s net paid ABC circulation — best 
yardstick we know of a magazine’s importance to readers. 


On the newsstands the Journal continues to outsell every other 
magazine that carries advertising. That’s voluntary circulation, 
the most accurate measurement of a magazine’s editorial vitality. 


Ladies’ Home 
Never underestimate the power of the magazine women believe in ,journa 


A CURTIS PUBLICATION 
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Average Circulation of the 
CHICAGO DAILY NEWS 
for March, 1954, was 


086,986 


The Highest Daily Average 
for Any Month in This 
Newspaper’s History— 
15,451 Higher Than 
March, 1953 


SATURDAY 


Average Circulation of the 
CHICAGO DAILY NEWS 
for March, 1954, was 


999;362 


The Highest Saturday Average 
for Any Month in This 
Newspaper’s History— 
28,832 Higher Than 
March, 1953 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


CHICAGO NEW YORK MIAMI 


Daily News Plaza 


9 Rockefeller Plaza 121 S. E. First Street 


John S. Knight, Editor & Publisher 


DETROIT 
Free Press Building 703 Market Street 


LOS ANGELES 
1651 Cosmo Street 


SAN FRANCISCO 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


On the Merchandising Front... 


Self-Service Does Not Mean 
Elimination of Salespeople 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 
New York.) 

Does self-service mean no salespeople 
or a large reduction in retail floor per- 
sonnel? 

An astonishing number of marketing 
people vote “Yes” on that proposition. 
Perhaps the food operation of the food 
super, with its practical elimination of 
salespeople in the usual meaning of that 
sadly abused term, is responsible. In any 
event, the misconception persists in the 
face of a flood of new self-service out- 
lets by the variety chains, the drug chains, 
the hardware chains, etc., in which the 
number of floor people employed remains 
almost at the same level as before self- 
service layout and fixturing were adopted. 

Self-service can mean no salespeople 
and fewer floor attendants. Sometimes it 
does mean that. But outside of the food 
super, and even in many of the non-food 
sections of the food super, self-service 
continues to rely on floor help. 


@ Consider the variety chain: With 
Woolworth in the lead, the variety chains 
are hustling toward the self-service con- 
cept. At this very moment, Woolworth 
probably has several hundred self-service 
store units in operation or building—all 
within a matter of two years! These stores 
employ checkout gates (although the 
checkout gate is not at all a “must” in 
order to have a self-service operation). 
They also use shopping baskets, back-to- 
back fixtures, open display techniques. 
And they use just about the traditional 
total of floor help! 

What, then, are the advantages of the 
self-service concept if it reduces the need 
for floor help either only in a small way 
or not at all? 

I’d summarize those advantages in this 
way: 

1. It frees floor personnel from spending 
the major part of its time on items that 
really require no personal selling. In too 
many mass stores, during peak periods 
(which is when every mass store does 
from 50 to 75% of its total week’s volume, 
although these peak periods involve no 
more than 8 to 12 hours weekly), so-called 
salespeople spend 85% of their time writ- 
ing up orders, wrapping, and making 
change on items the customer has selected 
—none of which are sales functions. 


s 2. Under traditional techniques of dis- 
play, those items which the customer was 
willing to self-select were not presented 
in a manner that made it easy for the 
shopper to pick them up. New types of 
fixtures, new floor layouts, prepackaging 
—all of these later-day developments 
encourage the shopper to self-select. That 
frees the time of floor personnel, not only 
during the critical peak periods, but dur- 
ing the total store-open week. 

3. The floor help gets out into the aisle, 


where it can perform all of its functions, 
including the selling function, more ef- 
ficiently. 

4. Among these functions is what is 
variously called “section” or “fixture” 
management. That means keeping stock, 
display, “housekeeping,” etc. These are 
really the major functions, in mass out- 
lets, of most of the so-called salespeople, 
most of the time. That is why the con- 
tinued use of that largely outmoded term 
“salespeople” is so misleading. How I 
wish—ye gods, how I wish!—this truism 
were more generally recognized. 

5. The salary level in mass outlets is no 
longer able to attract competent selling 
talent in large numbers. Fortunately, that 
kind of sales talent, in that quantity, is 
not needed today—and will be even less 
needed tomorrow. In the variety chains, 
which never did have many competent 
salespeople, finding people who will be 
competent “housekeepers” is difficult 
enough—that is, at the compensation 
levels that are typical in this outlet. Self- 
service therefore enables the mass retailer 
to continue in business; something that 
would be quite impossible if it were 
necessary for the mass retailer to compete 
in today’s labor markets for competent 
selling talent. 


® 6. Self-service enables the mass retailer 
to concentrate the limited selling ability 
of the majority of his floor people on the 
limited number of lines that require per- 
sonal selling. These clerks simply cannot 
sell a wide variety of merchandise effec- 
tively, assuming this is still necessary, 
which, of course, isn’t so. But if their 
restricted selling abilities are pin-pointed 
on a smaller number of lines, then they 
can do a somewhat better selling job. 

7. Self-service also makes it possible 
for the mass retailer to use to best ad- 
vantage the selling talents of the small 
number of competent selling people avail- 
able to him. Instead of wasting their time 
on items that no longer require selling, 
instead of ‘vasting their time on clerical 
work and wrapping and making change, 
especially during peak periods, they can 
now concentrate on lines requiring sell- 
ing. Since these are usually the higher- 
ticket items, the benefits are obvious. 

8. The store is not quite so dependent 
on the attendance record of the floor help. 
When sickness sweeps through the floor 
personnel, operations may still be carried 
on without quite the loss of effectiveness 
that previously resulted. 


9. With the floor help out in the aisle, 
instead of frozen behind counters, sales- 
people may be made more mobile. They 
can be rushed to sections where they may 
be required. This is a great advantage. 


# 10. The space formerly occupied by the 
salesperson, plus new fixturing concepts, 
combine to make possible the display of 
as much as 40% more merchandise in the 
same area. Dead space is converted into 


It's How You Say It, C. M. Says 


ICS Wheel Horses Keep Pulling 


live space. More of the so-called selling 
floor is really used for selling, and the 
new fixtures, with their vastly more ef- 
fective silent-selling abilities, put still 
more sell onto the selling floor. Bear in 
mind that the mass display of merchan- 
dise, effectively done, is an extraordinarily 
potent sales-maker. That combination of 
more selling area, more merchandise on 
display, more effective fixturing, has 
more than compensated for the enormous 
drop in the quality of personal selling on 
the floors of our mass stores. 

11. With the salesperson out in the 
aisles, experience suggests that shopper 
pilferage not only doesn’t increase under 
self-service; it may actually decrease. Not 
only is the shopper under better surveil- 
lance, but there is also the gantlet of the 
check-out point to be passed. 

12. Even where shopper pilferage may 
increase—and it should be noted that 
mass retailers are totally unable to sep- 
arate shopper pilferage from employe 
pilferage and from stock shrinkage from 
other causes—it is usually more than off- 
set by the decreased leakage of cash due 
to the newer check-out arrangements. 

13. There is no question at all that the 


The Eye and Ear Department... 


Caveat Emptor: 


During the past three years advertisers 
have turned increasingly to special events 
as radio-tv program vehicles, paying from 
$100,000 to $500,000 for the broadcast 
rights to these events. 

While there is less tendency to put these 
events in prime time, there seem to be a 
lot of them available and some advertisers 
viewing the high cost of television are 
seriously considering the $250,000 one- 
shot as their sole tv effort and, since many 
cover radio simultaneously, their sole 
annual effort in radio, as well. In general 
this is a bad idea for the following rea- 
sons: 

1. Special events do not get as big an 
audience as one might be led to expect. 

2. Special events on a cost per thousand 
basis represent the highest costs in tele- 
vision. 

3. The memory of man is notoriously 
short. The advertiser might—just might— 
make an impression on a consumer guar- 
anteed to last one day. 


s Now before developing these points, it 
is necessary to define special events. They 
fall in several categories: 

1. Sports events. Available are: (a) 
football—the college bowl games, the pro- 
fessional championship game and all-star 
games, etc.; (b) basketball—local level 
usually; (c) baseball—World Series (if 
Gillette ever gives it up) and local for 
the most part; (d) miscellaneous—hockey, 
golf, horse shows, etc.; (e) horse races 
(if the advertiser doesn’t mind associating 
himself with the loose money crowd), 
Kentucky Derby, the Preakness. 

2. Seasonal events: (a) Easter Parade 


Keep the Setting Simple: Woolf 


Editors Speak to Management 


average sale is increased under self- 
service, which is proof positive that open 
display of innumerable merchandise cate- 
gories can outsell salespeople with ease. 
An increase in the average sale is enor- 
mously important to the mass retailer. 

14. The percentage of payroll to sales 
usually drops. The drop may be any- 
where from one to as much as six points, 
and even more. Total personnel payroll 
may not decline, but the cost ratio drops 
because total volume increases. 


a There are still other advantages to 
self-service, even though it does not 
eliminate, or even lessen the total number 
of floor people. It caters efficiently to 
the public’s growing desire to shop faster. 
It caters more effectively to impulse buy- 
ing—one of the truly great factors in mass 
marketing. I could go on. 

But I hope I have cited enough of the 
benefits of self-service—and its sometimes 
indistinguishable relative, self-selection— 
to smash once and for all that completely 
cockeyed notion that self-service must 
always mean no salespeople and a sub- 
stantial reduction in the total number of 
floor people. It just ain’t so. 


Special Events 


TF ase a 


CAMERA VIEW—Here’s a shot of NBC’s cov- 
erage of an NCAA football game during 
last fall’s series. 


(commercializing of this day is highly 
criticized by church groups); (b) New 
Year’s Eve shows; (c) Mardi Gras; (d) 
Christmas shows: “Amahl & the Night- 
Visitors,” presented by Hallmark; Lon- 
gines-Wittnauer’s “Festival of Music”; 
Gillette’s “Holiday Show.” 

3. Spectaculars: (a) Ford Anniversary 
Show; (b) General Motors’ Motorama; 
(c) General Foods’ “Salute to Rodgers & 
Hammerstein.” 


8 Don’t some of these sound good on the 
surface? But don’t be fooled by a super- 
ficial analysis. Let us assume national 
level, full sponsorship. (Local sports 
participation can be good buys.) The cost 
of most of these events will average about 
$250,000 for radio and television; General 
Foods’ purchase of practically every tv 
station in the country ran up a bill two 
or three times that much. 

All these special programs run at least 
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an hour. Many of those listed in the first 
two categories are in the afternoon or late 
evening in secondary time, when sets-in- 
use are fewer than at peak periods. 

The first trap an uninformed advertiser 
falls into is looking at the total audience 
of these shows as published in the Nielsen 
books. That is the audience that saw a 
part of an hour or a two hour show. The 
real audience to watch is the minute by 
minute audience or those who actually 
saw the advertiser’s commercial. This 
audience is generally half the published 
rating. 

Consequently cost per thousand homes 
hearing a commercial are astronomical 
compared to the average of all evening 
telecasts—about $9. Actually costs of 
$100 per thousand homes have been re- 
corded. 


s Since television is just another advertis- 
ing medium, continuity of selling is re- 
quired to build cumulative audience, 
sponsor identification and reminders of 
brands and brand claims. The $250,000 
will go a long way toward buying a par- 
ticipation in a network show or alternate 
week frequency in a nighttime show. 

There are exceptions, of course. When 
an advertiser already has continuity as 
Gillette does, for example, covering the 
sports field has paid off in big dividends 
by association alone. 


Tips for the Production Man... 


The General Motors Motorama repre- 
sented 100% commercial time, reducing 
the cost per thousand per home per com- 
mercial minute to a ridiculously low fig- 
ure. 

The Ford Anniversary show is still being 
talked about and undoubtedly gave the 
company a real boost. General Foods 
bought tv saturation in a choice time pe- 
riod. 

Hallmark also must gain good will 
galore from its association with “Amahl 
and the Night Visitors.” 


= These are the evidences of the inad- 
visability of generalization, especially in 
the case of television. At the right price 
even a special event is a good buy. 

But beware. Many a good salesman has 
painted a rosy picture of your chance to 
be in the big time that just isn’t so. Like 
every medium, television must be proper- 
ly used to get maximum value. When the 
man comes to sell you a spectacular, get 
a guarantee on the minute by minute 
audience. If the cost per thousand per 
commercial minute is $1, and if you have 
a new product or line or some special 
sale to announce, whereby you want to 
move merchandise and immediately, try 
it. If not, leave the special events to the 
big boys who already have continuity and 
can afford an extravagant buy to comple- 
ment their everyday efforts. 


New Method for Processing 
Gravure Engravings 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 

Press and of Kenneth B. Butler & 

Associates, Mendota, Ill.) 

There is an interesting new develop- 
ment on the rotogravure front called 
“Taglio-Types.” The process applies to 
work using the News-Dultgen principle 
of varying well size plus varying depth 
of well. 

Until the development of Taglio-Types, 
the normal procedure has been for the 
gravure engraver or service house to 
make a set of retouched positives from 
which a set of engraver’s copper plates 
were etched and proofed. After correction 
of the first or makeup proof on the en- 
graver’s copper, new proofs were made 
and a set of progressive proofs submitted 
to the customer for approval. Corrections 
were then made on the engraver's plates. 

New proofs were then pulled. When 
approved, the original set of engraver’s 
positives and the duplicate positives were 
then retouched and corrected by hand to 
conform. 


s In this method there is the possibility 
of discrepancy between the engraver’s 
plate corrections and the retouched posi- 
tives. This missing link between the 
gravure engraver and the printer caused 
many hours and days of cylinder correc- 
tion and makeready time. 

It is pointed out that the ideal situation 
to assure fidelity of reproduction would 
be to make a mold from the corrected 
engraver’s proof plates and ship this mold 
to the printer, as is done in letterpress. 
Since the gravure process prints by in- 
taglio (below the surface) heretofore 
there has been no known method that 
would eliminate the need for positive 
duplicates. 

The new Taglio-Type method is, in ef- 
fect, an ink mold representing the actual 
contours of the etched cells in the en- 
graver’s proof plate after corrections 
have been completed. This ink mold is 
made on a transparent Vinylite base. It 
is created by printing the Vinylite on an 


Rubber Cylinder 


P VINYL 
+——— 
Etched 
Cylinder 
VINYL 
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NEW METHOD—Etched cylinder is proofed 
after corrections, a color at a time, using 
black ink on Vinyl plate, as shown at top. 
Bottom drawing shows enlarged view of 
cross-section of printed Vinyl. This is 
sent to printer in place of usual continuous 
tone retouched positive of a News-Dult- 
gen set. 


engraver’s proof press, except that black 
ink is used for all colors. Since the Viny- 
lite does not absorb or blot up the ink as 
paper does, the ink lays on in varying 
thicknesses in direct proportion to the 
depth of the etched dot. Thus it is in 
reality a mold of the proof plate. 


® Being a direct replica in ink of the 
plate, no further retouching is needed and 
all corrections are automatically incor- 
porated in the mold. The printer then 
exposes it on carbon tissue or Rotofilm in 
combination with the original News- 
Dultgen halftone screen positive in the 
same way he would handle any set of 
News-Dultgen positives. Taglio-Types 
are being developed for use in convention- 
al and other halftone gravure processes 
for packaging as well as for publication 
work. 

Booklets on the new process are avail- 
able from the following: 

Gravure Technical Assn. Inc., 30 Rock- 
efeller Plaza, New York, 20, N. Y. 

V. W. Challenger, Intaglio Service Corp., 
305 E. 46th St., New York, 17, N. Y. 
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The Creative Man’‘s Corner... 


It's How You Say It 


“To my son Benjamin: one million dollars and all my Hathaway shirts” 


i ay ia ye cie 3 ’ “ ae com | o erarcey gee et onde eo Biome Om Bey 
Ay Gere fost sawn . era Weer, ad Meas My & ‘Vhs beat 
- potheored te muy a os dee em ned meee sears on ice oot tone 


We doubt that the copy in this latest Hathaway ad would, if transferred to 
another medium and another brand of shirts, sell many Arrows, Van Heusens, 
Manhattans or Tru-Vals. At the same time, we doubt that C. F. Hathaway, of 
Waterville, Me., is interested in competing for the mass market. The result 
is fortunate not only for Mr. Hathaway but for the literature of advertising. 
For the headline and copy of this ad summon up fond memories of the Fort- 
num and Mason Commentaries—of another, happier age. 

They summon up, also, many tidbits of fine writing, far removed from the 
commercial pages of advertising—yet, in their place and for the particular 
product about which they speak, we feel they do as brilliant a selling job as 
they accomplish a solid piece of writing. If you missed the ad, or can’t read 
the copy in reproduction, we’d like to share it with you: 


“To my son Benjamin: one million dollars and all my Hathaway shirts” 

““*Men who die intestate,’ says the Man in the Hathaway shirt, ‘are nin- 
compoops. When I am gathered to my ancestors I don’t want my nine sons to 
spend the rest of their lives in litigation over my HATHAWAY shirts. So I 
have written a codicil leaving the whole collection to Benjamin, my ewelamb.’ 
The Man is wearing a Scotch voile—one of HATHAWAY ’s great classics, 
worn by more chairmen of more boards of directors than any other shirt we 
make. The voile is woven in Scotland by Clark & Struthers. Light weight and 
fine, but a two-fold yarn instead of the single-ply of ordinary voiles. Hence 
the long wear, and hence the codicil. This shirt comes in a wide range of 
traditional designs and plain colors, at 10.95. At stores which still carry on 
the great tradition, or write C. F. Hathaway, Waterville, Maine. In New York, 
telephone MU 9-4157.” 

The exaggeration employed is little different from the exaggeration em- 
ployed in many an ad for soap, under-arm deodorants and the like. The 
difference lies in the quality of the writing, the good humor, the obvious spoof- 
ing. So don’t let anybody tell you that what is said in advertising is more 


important than how it is said. If they do, challenge them to write this Hatha-. 


way ad in typical advertising lingo and see what results. 


Employe Communications... 


The Editors Speak to Management 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

In the world of the employe publica- 
tion editor, no question cries more fret- 
fully for an answer than: “What can I do 
to sell management on the importance of 
my work?” 

It is lamentably true that, for many 
years, industrial management has con- 
sidered production and sales and costs 


more important than labor relations. It 
still does. The topic of labor relations 
becomes important when the unions turn 
on the heat, or threaten to. The pre- 
ventives—and management communica- 
tion with employes is a preventive—are 
often too little and/or too late. 


# One solution struck upon by editors 
some years back was a device called 
“Management Night.” The purpose here 
was to corral the bosses for a dinner with 
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HOLIDAY, NOW IN ITS NINTH SUCCESSFUL YEAR, 


America is 


Time was when chairs such as 
this played host to millions of 
Americans during most of their 
leisure hours. Perhaps you re- 
member why: 

Our work week was 60 hours 
l-o-n-g. At home, we stoked~ 
furnaces, beat rugs, scrubbed 
clothes—to recall a few of the 
pesky chores that made sitting a 
pleasure. 

In recent years, particularly 
in the last eight, there has been 
a big change. Millions now enjoy 
billions of extra leisure hours 
each week. Today Americans are 
off their rockers—visiting and 
entertaining friends, pursuing 
sports and hobbies, cooking over 
the outdoor grill and, as never 
before, traveling. 

This changing pattern to 


*Source— Publishers Information Bureau 


off its rocker... 


“everyday holiday living” at 
home and away explains Holi- 
day’s incredible success. It’s the 
only magazine which completely 
reflects the big change from cover 
to cover. Thus it’s the magazine 
read by the leaders in this new 
way of living. 

Each month these leaders in 
“everyday holiday living,’’ more 
than 850,000 active families, 
consult Holiday for new ways to 
spend leisure time . . . for new 
places, new pleasures. This ex- 
plains why Holiday, now in its 
ninth year, is the most success- 
ful new magazine of our time. 
Why it’s the only magazine to 
show gains in both revenue and 
linage every year since 1946.* 

Yes, it explains why Holiday 
has rocked the advertising world. 
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REPEATS THIS TIMELY MESSAGE FOR ADVERTISERS 
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HOLIDAY MAGAZINE i 


. . . its readers are leaders of 
the big change to “‘everyday holiday living’’: 
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the industrial editors (for which the bos- 
ses, of course, obliquely picked up the 
check) and be exposed to the recital of 
the importance of industrial editing. As a 
point of painful fact, many of these en- 
terprises fell a little flat for several rea- 
sons: (a) most of the bosses didn’t show 
up; (b) the editors’ story, instead of 
being a sound presentation of their con- 
tributions to industrial harmony, was 
often a pitiful appeal for executive 
tolerance; (c) the bosses were rarely 
shown what, if anything, they should do 
about improving the editor’s lot. 


s A few weeks ago, however, three 
spokesmen for the industrial editing 
craft met in a panel discussion. The par- 
ley was held in Syracuse, N. ¥.. ot a 
management night dinner sponsored by 
the Upstate New York Council of Indus- 
trial Editors, and presided over with 
skill and intelligence by Kenneth G. 
Bartlett, v.p. and dean of public rela- 
tions of Syracuse University. 

The three spokesmen for the often 
abused cause of employe communication 
were editors of New York state employe 
publications: Ellen W. Van _ Dusen, 
who edits “Family Circle’ for Crouse- 


Hinds Co. in Syracuse; R. L. Pollock, 
editor of “Add-Venture” for National 
Cash Register Co., Ithaca, and W. L. 
Peck, editor of the “Revere Patriot” of 
Revere Copper & Brass Co., Rome. 


s Instead of mumbling over the injustices 
practiced upon their craft by unimagina- 
tive and short-sighted managements, the 
editors proceeded to uncork the specifics 
of what a competently-edited industrial 
publication can do—and does do—for a 
company’s employes and for the com- 
pany itself. They gave case histories of 
accomplishment in such areas as explain- 
ing to employes the virtues of increased 
mechanization, the soundness of voting 
and participation in civic affairs. They 
talked method in presenting economic 
information to employes, in explaining 
job security, in outlining how a company 
relates personal opportunity to company 
prospects, in providing intellectual lead- 
ership. They hammered away at the 
need for talking to people in terms of 
day-to-day experience. 

In the field of communication, in order 
to “sell” management, you don’t plead 
causes. You state facts. The upstate New 
Yorkers appear to be well aware of this. 


Wheel Horses of Advertising 
Keep ICS Success Rolling 


Mr. Barrett retired on July 1, 1952, after spending 48 years with 
International Correspondence Schools—29 of them as advertising 
manager. For several years he cooperated with AA in conducting an 
annual “experts’ copy judging contest,” based on the 12 best ICS ads 
of the previous year. Here he reviews some of the “wheel horses” 
in the ICS advertising stable—not the sensational ads, but the good 
ones which paid their way, year in and year out, over long periods 


of time. 


By Paul V. Barrett 

Over the years there have been many 
famous advertisements of the Interna- 
tional Correspondence Schools of Scran- 
ton, Pa. The best of them have appeared in 
the columns of ADVERTISING AGE and other 
technical and trade publications. Such 
outstanding successes as: “Are Your 
Hands Tied?”; “Mary, I Owe It All to 
You”; “I Got the Job”; “Here’s an Extra 
$50, Grace’; “You Learn While You 
Earn”; “Going Up?—or Down?”; “$95 An 
Hour!” are well known to the readers of 
AA through the copy judging contests 
that were a popular annual feature of 
this publication. 

But what about the wheel horses that 
turn in good performances year after 
year, during the cycles of their effective- 
ness, never quite reaching the top rung, 
but posting tens of thousands of dollars 
on the profit side of the ledger? 

During its existence, ICS has produced 
and run, in national media, thousands of 
such pieces of bread-and-butter copy. I 
wouldn’t hazard a guess how many. Each 
year sees hundreds of new appeals added 
to the ever-increasing galaxy of stars. 
Many pass into the limbo of forgotten ef- 
fort. But a large number render a fine 
account of themselves. Illustration, head- 
line, typography, position—all play im- 
portant parts in the effectiveness of this 
copy. We know this to be true. On differ- 
ent occasions we took identical copy and 
gave it two or three different “looks.” In- 
variably, one setting far outpulled the 
others. 


s For the purposes of this article I have 
selected the toughest years of my in- 
cumbency as director of ICS advertising— 
1925 to 1940 inclusive—and I have picked 
out the wheel horses of ICS inquiry-pro- 
ducing copy that appeared during that 
era. In their productive years, each of 
these advertisements accounted for 25,000 
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was a handicap. The courses through 
which this training is acquired cost over 
$5.000 000 to prepare. Written by leading 
authonties. they are constantly revised as 
conditions change. Senous-munded men 
are invited to mail this coupon. 


HOW WOULD YOU FEEL? 


Wnat you make is an excellent barometer 
of your value! And a big factor in de- 
termining your value is~ training! 

For half a century the International 
Correspondence Schools have provided 
traning for men who realised lack of it 
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or more enrollments, as a result of their 
exposure to millions of readers of national 
periodicals. It doesn’t take a mathematical 
genius to compute the value of that vol- 
ume of business to ICS stockholders. 

Of course, these wheel horses are not 
the only ICS advertisements that pro- 
duced that volume of business. There were 
many others; there will be many more. 
The fact remains that the samples I 
have selected rendered yeoman service 
throughout an era that included many of 
the darkest days in this country’s econo- 
my. 

Here, then, are the wheel horses from 
1935 to 1940: 

Don’t Tell Me You Never Had a Chance; 
What Will You Be Doing One Year from 
Today; You Seldom See an ICS Student 
Out of a Job; The Letter That Saved Bob 


“SELDOM SEE AN I. C. $ GRADUATE 


out ofa job." 


salle Fg 
a Be 


SOB HONNSON'S 108 


~ ond paved the wey 


s. student. 


Advertising Age, April 19, 1954 
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WHEEL HORSES—These and the other adverti 
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There are lots of “Jims” —in factories, offices, 
stores, everywhere. Are you one of them’ 
Wake up! Every time you see an I. CS. 
coupon, your chance is staring you in the face 
Don't turn it down. 


“Ten years ago you and I worked at the same 
machines. We were both discontented. Re- 
the noon we saw the International 
G pond: $ is’ ad ? 
woke me up. 1 realized that to get ahead I 
When I marked the 
1 CS. coupon | asked you to sign with me. are fitting th for new 
and advancements through the study of 1.C.S. 
Courses covering nearly every Geld of industry 
and business. 


“1 made the most of my opportunity and 
have been climbing ever since. You had the 
same chance | had, but you turned it down. 
No, Jim, you can't expect promotion until 
sou've tained yourself to bigger work.” 


You can join them, get in line for promo- 
tioa, prepare for tomorrow! Mark and mail 
this coupon, and 


out how. 
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Johnson’s Job; Why Haven’t You Clipped 
This Coupon; If Men Wore Price Tags; 
This Is Fighting Talk; DRAFTING— 
Springboard to Success; The ICS Stu- 
dent Stands Out; It Was a Light in a 
Wilderness of Darkness to Me; Go to 
High School At Home; Special Training 
(Glorified Coupon). , 

Many of the periodicals in which these 
advertisements appeared are no longer 
published. For instance: McClure’s, 
World’s Work, Review of Reviews, Ev- 
erybody’s, Current History, Munsey’s, 
Smart Set, System, Liberty, Physical 
Culture, Literary Digest—to name a few. 


= The fundamental appeals of ICS ad- 
vertising have not changed much during 
the 62 years of that organization. Neither 
has human nature. Men still dream their 
dreams. They still wish for promotion. 
They still long for more money. They 
crave the respect and admiration of their 
associates. They still want to marry. They 
still want to give their children a chance 
in life. They still have a horror of grow- 
ing old fashioned and out vf date. Note 
how closely the wheel horse copy follows 
these points. 

Many people have the impression that 
the purpose of advertising is to sell some- 
thing to somebody right now. And while 
selling is one of advertising’s fundamental 
functions, the procedure is seldom as 
direct as that. There are many threads 
that must be woven into the fabric before 
the garment is cut. In every instance, 
it took quite a few years for the wheel 
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sements on this page illustrate some of the 
steady pullers used by ICS for many years. 


THIS IS 
FIGHTING 


Correspondence Schools. Thow 
sands of other men have hited 
themselves out of the rut and 


*' You'Re 2 quitter you won't read 
far im this advertisement. It you're 
not—if you have the courage to face facts— 
you want to know who is responsible for your into well paid, responsible pos: 
not getting ahead faster. We'll tell you. It's tions by 1.C.S. study. Are 
you. The man whe won't be licked can't be they better men than you? 
licked. Lf you're a drifter you'll always wish for The time for action is thi 
success but never do anything about it. The earth minute. Find out about this 
1s cluttered with that kind. practical educational method 
If you're a fighter you will do something about that lets you learn while you carn. Check the 
it. You'll get the special training that fits you for subjects that interest you in the coupon below 
a bigger job and better pay. and mail it today. It doesn't obligate you in any 
In spare time, right at home, you can yet the way to ask for tull particulars. Why not do 
training you need through the International today? 
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horses to make the grade. 

Henry Ford had to sell the idea of trans- 
portation. And once sold, this idea of 
transportation had to sell the idea of 
highways before the sale of automobiles 
could become a fact in modern life. They 
say that the idea of a Steinway piano is 
sold 15 years before the Steinway is ac- 
tually bought. In other words, the desire 
for the instrument is born before there 
is any place to put it, or any money with 
which to pay for it. 

We do not have to go this far afield 
to illustrate what we are driving at. 
ICS is an excellent and more pertinent 
example of what I have in mind. 


= The founders of ICS had a vision 
which, in far-sighted penetration of the 
future, is not surpassed in the whole 
record of amazing American achieve- 
ments. Think of it, 62 years ago, visualiz- 
ing the development of an industrial era 
and its dependence on human training! 
The mere thought, in itself, is filled with 
the essence of inspiration. But before 
ICS could assume its rightful place in 
the American scene, the idea of home 
training had to be sold—not only to the 
individual, his family and his friends, 
but to the industry employing him, as 
well. 

The truth is, no idea or commodity is 
ever sold in the past tense. Constant sell- 
ing is the persistent challenge to continu- 
ous business living. 

I am positive there are at least 30,000 
people in this country who have never 
heard of ICS, Ford, Steinway, or anything 
else offered on the market. These 30,000 
people—boys and girls—were born to- 
day! There will be 30,000 more of them 
tomorrow, and every other day afterward, 
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and the impressions they gradually ac- 
quire of any institution as they grow up 
will depend in large measure on the 
planned impressions those institutions re- 
lease in the winds toward which their 
youthful sails are pointed. Countless thou- 
sands of other impressions, about other 
institutions and things, will be stirring 
in the same winds, so, absorption of any 
story must be by degrees over long peri- 
ods of time. 

The conversion of an individual to an 
idea or a product is a long-drawn-out 
process. Seldom is any commercial thing 
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introduced which prompts the trail-hit- 
ting impulse drarnatized in a religious way 
by the late Billy Sunday. Without any 
reflection on the sacred idea he expound- 
ed, or upon his integrity, Billy Sunday’s 
technique was impulse selling. And I 
venture the assertion that the most abid- 
ing religious convictions in the world to- 
day are those instilled and cultivated 
from birth within the family circle and 
its contributing influences—not by any 
sudden decisions to embrace a _ cycle 
of beliefs never before seriously consid- 
ered. 


Busy Stage Sets Can Murder 
Dancers...and Ideas 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


When copy people foregather as a group 
to discuss and appraise the probable ef- 
fectiveness of a proposed advertisement, 
oftener than not there is considerable dis- 
agreement on a variety of counts. This is 
no more astonishing 
than the conflict of 
opinion we _ observe 
among social scientists, 
psychologists, politi- 
cians, preachers, psy- 
chiatrists, and all other 
doctors of human be- 
havior and _ motiva- 
tion. 

On one count, how- 
ever, there appears to 
be full concurrence among the ad group: 
They agree on the proposition that no ad- 
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vertisement can motivate an individual - 


unless the copy has been noted and read 
by that individual. Hence the copywriter 
strives first of all to capture the greatest 
possible degree of readership, discriminate 
or indiscriminate, depending on what 
copy school he belongs to. 

There are many reasons, as I suggested 
in this column last week, why no adver- 
tisement ever gets 100% attention and 
readership, or even comes close to it. I 
reserved for this week’s piece another 
reason that I felt deserved more than a 
brief mention. 


s This reason has to do with complexity 
as a factor that tends to discourage read- 
ership and to weaken idea-impact. I offer 
this purely as an opinion; to support it I 
have made no analysis of Starch and Gal- 
lup figures. My opinion is based largely 
on my own reading habits; I invariably 
find myself turning my eyes away from 
the advertisement that looks like a patch- 
work quilt. Figuring it out is just too 
much trouble. 

This complexity may be the result of 
(1) too many ideas, or (2) a confusing 
typographical and layout arrangement, 
or (3) both. Even when, despite these 
difficulties, the advertisement is read, 
what has been the force of idea-impact on 
the reader’s memory? When the central 
theme of the advertisement has for its 
backdrop a busy montage of little eye- 
catchers, as is so often the case, isn’t it 
likely to be lost, partially at least, in the 
shuffle? How much of each important 
play do you really see when you watch 
a football game? Says Oscar Hammerstein, 
as reported in Time: “I’m interested in 
tv’s imperfections. I don’t know why they 
don’t simplify their backgrounds—dancers 
are murdered against all those busy stage 
sets.” 


ce a 


“Busy stage sets” are capable, con- 
ceivably, of murdering a star copy theme 
as demoniacally as they do in the case 
of the star danseuse. Or at least of de- 
livering a cripppling blow to the “collid- 
ing force” and memorability of the big 
idea. 

Be that as it may, we can’t argue with 
Mr. Hammerstein’s “simplify.” I hold to 
the view that the truly great copywriter 
is a simplifier. Ditto for the truly great 
art director and layout man. 


= Let’s consider, for example, the Kraft 
full-color advertisement shown here. Its 
major concept—‘“Cheese Roll-ups’”—is as 
simple as a drink of water. There’s noth- 
ing to figure out, nothing to puzzle over, 
nothing that will be difficult to remember. 
There’s nothing in the ad to “murder” 
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AS PEELING A BANANA 


SIMPLE—This Kraft ad has no puzzle to de- 


cipher; no stage sets befog the idea. * 


the idea—namely, a “New Trick With 
‘Franks’,” which is a Kraft cheese slice, 
a frank and a piece of toast. A cinch to 
fix up with your pick of five Kraft cheeses 
—“easy as peeling a banana.” That’s all— 
there’s nothing else for you to remember. 
And there are no “busy stage sets” to fog 
up the idea. 

Now, by way of contrast, let’s consider 
the Green Spot color page. Green Spot is 
an orange drink, not carbonated, with 
many virtues: It hits the spot; it’s thirst- 
quenching; it’s concentrated; it’s vacuum- 
packed; its the juice of tree-ripened 
oranges; it’s good with meals, between 
meals or at bedtime; it’s a treat for the 
entire family; ad infinitum. 

But now note this: From the “busy 
stage set” you see in this advertisement 
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Business Emotion 


Soap and soup and razor blades 
And cigarets and lotions 

May need a sales slant that appeals 
To customers’ emotions. 


To appetite, or love of heme, 
Or how to raise their status 

With people of the other sex, 
Or getting-something-sratis. 


But when you’re selling trucks or tools 
Or hydrostatic gages, 

The guys who buy must satisfy 
The need to earn their wages. 


So tell them how the goods you sell 
Will help them help their bosses 
Edge out the competition, or 
Save time, or work, or losses. 


In business-sales, there’s just one true 


Emotion-satisfier: 


A guy that shows the boss he has 
A wise and worth-more buyer! 


—CARL CONNABLE 


Carl Connable Advertising, Ann Arbor, 


Mich. A 


COMPLEXITY—The busy back drop in this 
Green Spot page makes the central theme 
hard to remember. 


the “star danseuse” does not come through 
and twinkle her toes in the spotlight. I 
find, after careful study of this patch- 
work quilt ad, that Green Spot is sold 
like fresh milk at my doorstep or at my 
grocer’s. In my judgment, based purely 
on opinion, a simple, clear proclamation 
of this news (after the manner of the sim- 
ple, clear Kraft ad) would hit the reader 
with quicker and harder impact. Green 
Spot is just another orange juice—maybe 
squeezed, maybe canned, maybe frozen, 
maybe carbonated or not, or what have 
you, if one is to judge on the basis of the 
face of this ad. Mr. Hammerstein, speak- 
ing of simplification of backgrounds, I 
give you this Green Spot advertisement 
as a prime example of complexity. 


= Let’s consider now the Chase & San- 
born color ad, herewith. It’s as simple as 
1 plus 2 makes 3. No dancers are mur- 
dered and the IDEA is not obscured by 
a “busy stage set.” It seems that “Even 
a tiny difference in FRESHNESS makes 
a big difference in FLAVOR”—and that’s 
that. The background of that simple con- 
cept is not cluttered up with non-essential 
items of obfuscation. 

The Playtex pillow ad, it seems to me, 
has, like the three-ring circus, no im- 
pelling focal point of attention. If it 
turns out that this ad gets a good reader- 
ship rating, which is possible, the reason 
won’t be its inviting simplicity. But I 
can understand the copywriter’s dilemma. 
His proposition that the Playtex pillow 
(or any pillow for that matter) is “de- 
signed to give you sound, healthful sleep 


to your heart’s content,” is very difficult 
of proof. Unable to support his magnifi- 
cent promise of a “supremely comfortable 
night’s rest” with little more than the 
single fact that the pillow is made of foam 
latex, he has substituted for evidence the 
sound and fury of much ado about—well 
—about what at best is a high-quality 
pillow. 


Even 


a tiny difference 
infreshness... 


- 


makes a 
big difference 
in flavor! 


CHASE & SANBORN COMES TO YOU Fresnae 
THAN ANY OTHER LEADING COFFEE! 


NO CLUTTER—Lack of non-essentials makes 
Chase. & Sanborn’s promised benefit 
stand out. 


hi the atrown, rach and lonsion of today's living, if pays ta 


Rest your HEART with DEEP HEALTHFUL sleep! 


fest as era + 
w Playtex. ®“ Pillow 


_— 
Sh Heme omyronate onecete sapqomsits fmm Soe tom 


THREE RINGS—The busyness of the various 
parts of this ad seems to prevent its hav- 
ing any focal point of attention. 
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“= Bovard Joins Howard Swink ‘MacDonald Joins Outdoor 
Alfred E. Bovard, formerly with! Robert E. MacDonald, formerly : 
Griswold-Eshleman Co., Cleveland, | sales representative of Pabst Sales * Cte Gane 9 
has joined the copy staff‘of How-|Co. in southeastern Texas, has eding outdoor and window signs. 
ard Swink Advertising Agency, been named an account executive Sizes to 30” x 40”. Large sizes 
Marion, O. in the Houston office of Outdoor Offers LARGE SIZE - FULL under $5.00 each in quantities. 


mesg: ea oi COLOR + NON-FADING Fs yng:- By ~~ tlm 
SKF Industries Boosts Moore ei te sataninadiens 
Robert G. Moore has been pro- | Eastw Elected V. P. TRANSPARENCIES rther 


moted from acting advertising, Hoag & Provandie, Boston, has , MIDDLE WEST PICTORIAL ae 
manager to advertising manager elected Myron L. Eastwood a v.p. at Amazingly Low Prices 1635 W. Melrose St., Chicago 13, 

of SKF Industries, Philadelphia|Mr. Eastwood will continue as ¥ 

maker of ball and roller bearings. | general manager of the agency. 


PLUMBING NEED FIXING? See the friendly 
Man from Manhattan for a Home 
Improvement Loan. The rates are low 
and you get no red tape at 

BANK OF THE MANHATTAN COMPANY 


GREASE PENCIL—Newspaper ads like this 
grease pencil drawing in cartoon style are 
being run by Bank of the Manhattan Co., 
New York, through Cunningham & Walsh. 
Four readership surveys conducted by the 
agency revealed that two 100-line ads got 
considerably higher readership than one 
200-line ad, five 40-line ads, and one 150- 
line ad in a preferred spot. 


‘Lemon-with-Fish’ 
Campaign Started 


by Sunkist Growers 


Los ANGELES, April 13—Sunkist 
Growers is conducting a test cam- 
paign in Ft. Wayne to stimulate the 
use of fresh lemons with fish. The 
test is based on surveys which 
show that while three out of four 
people will serve fish every month, 
less than one in seven will serve 
it with lemon. 

Newspaper advertising consists 
of five 4” ads scattered about on 
the food pages of Thursday after- 
noon and Friday morning papers. 
Two newspapers have six-week 
schedules on this basis. Radio spots 
are also being used, at the rate of 
20 per week, during the test. 

The newspaper and radio adver- 
tising is supported by display ma- 
terial and dealer service merchan- 
dising. 


# The results of the test will be 
measured by the research depart- 
ment of Sunkist’s agency, Foote, 
Cone & Belding. Sales checks will 
be made among fresh fruit job- 
bers in Ft. Wayne, and weekly 
sales records of fresh lemons and 
all lemon products are being main- 
tained in a 28-store sample. 

Consumer surveys were made 
before the campaign started, and 
will be repeated when it is over. 
House-to-house interviews of 300 
families will be made to determine 
fish and fish-with-lemon serving 
habits. 


Nabisco Buys Hills Bros. 


National Biscuit Co., New York, 
has acquired the outstanding capi- 
tal stock of the Hills Bros. Co., 
New York maker of Dromedary 
dates, prepared baking mixes and 
candied fruits. Hills will operate 
as a Nabisco subsidiary. No im- 
mediate changes are planned. Biow 
Co. has the Hills account, and Mc- 
Cann-Erickson, Needham & Groh- 
mann and MacLaren Advertising 
Co. handle Nabisco. 


Holmes & Associates Adds 6 

Jack T. Holmes & Associates, 
Fort Worth, has been appointed to 
handle advertising and public re- 
lations for the new Ben Hogan 
Co., golf club manufacturer; Louv- 
r-Pak, packaged louvers maker; 
Mobil-aire, manufacturer of re- 
frigerated air conditioners for au- 
tomobiles; Southwest Hardboard; 
Boro Door & Lumber Co., and Tex- 
boro Cabinet Co. 


WHBF-TV Boosts Power 

WHBF-TV, Rock Island, IIL, 
CBS basic station, has boosted its 
operating power to 100,000 watts, 
increasing its picture signal power 
more than four times. 
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lin teams 


Today’s men of greatest scientific accomplishment are the first to 
acknowledge the importance of closely integrated teamwork. 


Isolating an antibiotic...splitting the atom... big projects require 
the talents of many specialists, each contributing to the achievement 
out of his own particular knowledge. 


Journalism No Exception 


No doubt about it — the need for the teamwork of news specialists 
is of vital importance for the understanding of fast-breaking news 
in this complex world. 


Consider these facts: Each week over 5,000,000 words 
of news pour into Newsweek’s editorial offices. They 
come by wire, by cable, they come as special reports 
from our bureaus and correspondents around the world. 
From Washington alone 30,000 words each week flow 
over our private teletype. 


Clearly, news reporting alone is not enough to bring 
meaning out of this torrent of news. 


a \ Many minds—many areas of specialization—merge into a team to probe the world’s 
\} ‘ ae news for its significance and direction: Conference of Newsweek’s top editors. 


\ “ee The obvious need is for the combined insight of many news authori- 
ties, each qualified by particularized experience in specific news 
fields, into what is and what is not significant. 


And this is what’s provided by Newsweek’s editorial “‘team’’— 
qualified by years in the profession of news interpretation. So, read- 
ing Newsweek, you read not only what has happened, but why... 
and the most probable outcome. 


Quantity Up, Quality Up 


Hitting 1,000,000 circulation, as NEWSWEEK is doing currently, is a 
significant event—but even more important than this all-time record 
is the fact that there’s been no dilution in the quality of NEWSWEEK’s 
top-drawer circulation. 


Take one index: NEWSWEEK circulation has grown 30% in the past 
five years— but NEWSWEEK’s circulation among executives has in- 
creased 59.6% in the same period! 


Today, more than ever, the people who count —count on NEWSWEEK 
for true news understanding. 


The Magazine of News Significance 


Dr. Selman A. Waksman of Rutgers University, winner of 
the Nobel Prize for his discovery of streptomycin—shown here 
with members of his team who worked on antibiotics research 
leading to streptomycin, neomycin and other miracle drugs. 


4 ie Yee RS Blond ie SOUR ees ONE A Rede aT ths Nig EM & Saeco Me Poe, MGs WAIN yg seem ty pat ie ee ahaa it Sas ip nee way BS oD as eet ga Ole tae! oe fig ye Rae i Poking ae tw, 139 Tete ase tek aA + Soh ug Bae br ah tes oe 
oats Pg LN a Tag Mae NR RACE CS o iste AN MES EN Se ADE RY gay OS. (foun a ae OM sear et Seg ae aate mhactor nie 5G ea, Potts clea ek RaW be OE, ae wile fe, Oe ies ad eee SED eee SO, eS Peet: Rei kee pe fie a 2h Saat eae ae a pe 
Ba ARSE a MEE ieee tL aif Le doy SN yates Gos a rs Nae, aR oc seck alien es eee ype Pes > ge oa ie SU i a Re 8 agen Je ge a a a RE Sais ese eg ee hd oe een a aoe ne at EN Ste uae oe tat sors ge Nn get chan oe PE Cy OF Cie roe 
oe Caen ae sc Ge erie. So Fy ie EO SES ag ae eT Me hE AR Us Seon en ee DORIS Rae BOW per TaN a) Soe Ee Eh ‘ OP iene Seba if. * Cans Sees a Ake yy 2 un ae a> TAT Spee eat fe ot i eRe ig Se eS Se ee Eo Chicas ay hae Dist rane ee ee 

Nees teaches ee hae Aba oe ee RR Mee ge Pe Mrs aN ed kg Me ee fae LS pot eR eet NT Are IS Ct al c. ‘ , z ee mk se os t in pe eres Fae pe 5 ee Es De ee er - es Le are : r BM ae een ea an tek POG alee Mier ae 
1 OSTEND es og ety ep Mar ape Th ghz alten een ch eae Mae EA ah air oe Nes oe Sagi sc" er lie ne SM OO te Me mI rT. Se pera oR, aL aN ames. VME SC minek Y Coxe eggme ce cae ame ta alg oe Uncen RWI ae eae mas Spel ue 
oer, MUNG Te Fn as See ced a pectin es eh ait es RRM gris cele : ey ee SOs Pea Ree ate g: ¢ Sei Sata pea Bei teen im Fe eid oo eee Seek sy. SOS ne SS : "US CARE i Nagi NG at eke ole aba sge P07 Sey 
RD Re Bag oF NG ER ee eee Se f BP lees CS ee eee ne ee eh eee A Ors EE ee ee Marae tec egy tA cae ee : Pe sie gh To Se eee Se ce ae ee a META Th ee |S" ee Re ie eh oe SMP st ¥ i, Maes Sama ME a Now ae Ma 
Ca Sd eae RMN ge or Speer a ie iit. ae rt oS ae ahs ee oY Pie ene mae ecst Deca ete Mee oie Pg fs ee ie Ss MERE AE Aare Ren ear Dae ig Nd, ‘Ei NL JE hee ae Sa Ee amet Pit ter: 4 Ee eos ie Maat Se poe : Oh oe Space SE ae i ne 
cl ccphte 5a Ee aeons 9. ch a a ei oat ied |) ips hee See a age Ot, aia eee. eee oe RR) ae eer ee Aaa a) te Rs eg ie Se ee «a 
iy oO ee ¥ ae Tey apt ee rere iar 2 fet re t= ia Cano A ee EA tae A on. SSE x Paes ite ie x yaa a en meee veda tae tae, ae gl 
* Nap ‘ AG Bia. SP emote ee Mee We a 7 ee hs Se oe oe és Ta ahy Paar = ? Ei - : pecs me . ' sen 7 = eee 

Yale’ = Se rity ‘ : res fs ’ f bt ee 
ngeNS: sai EEE Kae : : . rea 
aor j 2 : rg st 
“aie . ‘ : : : ms y Z a Lon 
Maa on . a % ae = . peas , ; » * > as 
ok ented : } Sie a ig ; 
; ‘ hie ae oe A 
ar 7 ‘ 
L 
Se ° ; 
a t -' : 2 
an om ie . 
an Dele ve ee. cok 
pees Lge 
Petial. Bier et eae 
: ‘ 
Y i = 4 
' pha ts Pie tae on aRan 7 
4 ‘ “Spiga oo at m pte ate Oye, Ce fie 
ee ee ane Pe ee. oa See ge Te al : 
Tae i : be my a ees ae Tee gees pe é a 
bos ' eh eed i a? i a eA Sa Be 
\ 7 o_o palin 28 Fate ee a i Tot _aikeaceieaeiabecas eae ha a 
iy : BS et ae Sk ae Bae thn 0 a 
me = ope MRR a fan ae. 0. ee = ee i 
rial z= aegis ho Be eee eee Rabon rey. 
ped, 9% ars (iii olines ha bey es eee NE uae aang ga ae 3 > 
= ar ea at ere ee espe, - Powe Shing rice Loner nae " ar pb . ‘ 
et fe j - Cages Be Pig | eRe ES ea a ee a ed ae : 
im 
i - 
. ' 
£ | ee 
: ; 
| 
> i wt Th 

io. a Cs 

_ P 
a Bre ‘ 

ts - Z ai ae a: +S 
Pa nas re or eg Cor Se, y- ae 
ea ry ri a an ee ee ee Pa roe 

7 ; “am Be ae ee ON ae? See eyes ie: iat te cee aero 
Bs ene: ee Laat Retechios oka) st SW ees 8 ieee . oy aaa ie: (Er 
ee Sb aan OM LN ot Cae A eta eae eee eae ee wie Te pee # ; 
? } ee Be SRS Rory at | «| aA pn OF MONT dae aie ene 2% . (I RA cin gta ol ae 
i hak tale eC ea ot ; bolt ay boa ie ae Bis o Bee Melee ha oe) 
. sn . ay ee 5 Rah perme Bee ge see a is oo ae 3 aes. - - YA 
2 ore es ae AD! eas tii ey RUM Mg a Talker aN ae ~ hay BS Gira y ee a 
~ | Pag eae I ae 8 a ane oR 
-. oi | >, Cone tne i EY a ie = : ps = te 8 8S Sie 
: Fig | . cA 5 EDT ro ee 7 ae mo rage page 
eee: | asas (aera Samm gee eee eter eS sa (Se Secs 
= " ; Sit 5 cath ape” ted - te ee ae << 7 Goons he 
fee } oe emery eereeel me oa ay eects 2  &) Pe 
Se O95. S eM = Ed Ney te PD EEA #4 & NAT 
Be aio Py eet * Ch heed a nee tae = . 2 Bin ee 
; “) SOS eaters ge aime eke Se Hy _ - m eA ONS PEs 
- eh, ee ee eee oe eu 
mer Mais nat ok POEM ee aes * ‘% 
‘ an \ Res So S.8 9 i pate ee eA as Da as Re — aes Sa * Sh EG 
Sad ee ‘ Ra aid Sas ok foie se ge at a i 2 
i ; ae Peg ar ne re pe | FESR anes Se ci 
. ‘ Hy a ail ee TAS Pew tn ee 2 bea baa 
oe Gatis  CEe Pe io) asa 
= aitte * “eet S £6 ROP PEs es Ness 
ae Se a ee hee 
ay eee on Coe em ee ee: © RSE ys) 
oe | See eee ee f sia 
J es E aff = i ‘3 
eee 7 | - E ry 
m re) | sie ass Gea... Poe eae One 
Wire | Rae ones oe cD eh Se ’ ag 
; tke} } fe tei St % eS ry 2 
es t rae sy te iat oe ae es * . 
=) * fi tee a 2 ee ae ot se es ee hi 3 a Ree - $, Soe » TRE no tet ga € ll 
‘ wis eet 5 j Br es oe Mee ee Me SIE ae a ae ae etic , a 
J : 0a * ae aaa Py pi iter aaa i ea ne er ey sehen coh J eae SS : BI ie. ee P aot eee a aes ; ee ee. 
: cae ‘ Bee eee a ts ¥: Aiple s ‘ ¥ 3 % ve 29 Ais ea pate a 4 5 ts ae et ath 
; ay a Be oe nn * a 4 . —— oe - ¢ Bee ae ie : ieee : eer se ee aco aaees 
3 oe * 2 Sa eee nee es ee iy, a > peed P ot fas oe = ae Soe a abe Me ete 6 ere . pase 0 aeearale 
Bs = ¢ 4 : ibe a cle) See sp eS eee od ay Pi ga ae j ; eae Sho. a Je ike ; ibe. a ; - Jj ee See aaa 
x i 2 epee is ae : ae : aj ee ot SS ae re ¢ . “qa es ee 
8 ne i 2 4 ‘ ate Aan eA pein eee J : Se “ie ee. 2 eee a, rae joys ae ee =a aioe 
pec |). | nf he ce Peer keene ae See ee Se , > ; i. ; e —— , ‘ es Reetice hess Cea, ia Rae ae 
act ‘ i ee <3 : Fey aaah OOP Y aaa BIS) 0! poe 7 a : ss ‘ia _* at SN #6 Sing 8 Se he = 5. ; ge. ea ae rl F Say 
al i Rs 8 ; x EB te care ese amet ae 5 BES a 4 % * ‘ me eee ‘ . 3 “ot ae a va ; 
si sy | Bee oo a ’ Career : ss ; = pee ‘, ae mal aod : 5 Di eae Miers or. i aie 
: ee ; "3 Cn re cine sd tec ieee is : ee here Bes i ae —_ geen te ae a = Ce 
t Aas ‘ “ im : ph, “ aa oe, Z a regres ee ~ 2 dee ~ * 3 = i , ae y nae 7 : 
4 ‘ a 4 ee as oe petro Gees ets oes : ee fi 4 i : eA 
7 Sa RA eon : « sy Fes wets mag ~ piney & i 7 Bscs epee: |: i : 
' i? Biciin ae Ua aa ‘ /- Pad Ee a. pa F f eo . Sia ahaa tae OTE Ste Mg oN ; 
in ran eas ode my %. “ é ae Meds . re . iar 4 * i“ hove, - 5 ae Vueitoe i cs 
; ae ‘ pti Cel ete toa F err . "ee ee ee eee ee nee 
a nee j | : RE REA ier. . ; on € Ce 2 + Bes esheets eS Set pau: pamela Mien 
ie ‘9 4 te Gre ghee y ae : % 4 te “2 DE ile” ee te ie een itt: Deane oMiaree aa 
ere: he : Money SATS ce eee . 7 * 4 Bee Sek 4 Po i i toe peal one OO a a are oo 
Bee Sy 3 MO ee ae a ss Bk age nee cee i ‘ ap a Liane Siecle MS 5c Og Slain iia aes Bi 
jee . ‘ a Bef yet ge Oe % f. f a SM sae, het ay Fat : ' ‘we ~y Poly ‘ > A ree eed ee oh ao 
Eb | : ch ae oa . 3 rate es et «= ‘ ie Bhs ee a Mae 4 2 ap me ne) ser Ape oy 
eae —. Sigua pt 4 / — " = IRR ee) “iis * eevee Lc femces ges ieee | ei tA: 
ie | a a s i J ai pain eS. rs a eae ae “in iS ay Ue Niles ‘. . ‘ ie ee 
7 ‘ = 7 & * 4 3 : ean" ’ j 7 See em Ve 
. $ n & p . ° m 2 Fe 
ms i % \ ie 
: i a : “Sa 2 
righ } | a ~_ 
RZ | ae ‘is Schaclt oe a F . i . 
4 > Bae ’ eee 
roses g se, F “ fe vf 
Bre j BAR ' : i 
i | Pad. 
g ' Ut 
a ‘ i ae 
’ ; IES 
j ae 
: ea 
eS : Bes 
ie ee 
me | - a 
| 4 ext ‘ 7 Ps ‘ ‘ 
=). wee ae % . 
ae. Sige, poweee, 4 
a oe ash ON ee. an . 
a Beet oa or eg 
fe eee oo, 
Ce | | ee — An 
a a Ws = | 
7 vies pos ’ 
——— Riss j 
; ine. , oo sig sets 
——— Ee 
“ pees }} a : 
; i - S 
ee 1s - hee 
q ’ . _ i ‘ * " - he a ; 
Scenes od rs 
{ - ij @. pei 
} = “3 ain 
i} é \ > f reap 
, a ; i ese a 
+ —~ ££ Cue 
f : * eA Nt 
= E Fi cine os: 
a >, ge 
ese A ‘ : suet 
aaa ra my » EUR 2 
ety | al A eee a * : 
i } ‘ oh ied ’ . ngs 
hae oe : ol tals. cs a“ pr My oe 
By 7 = ry : <i J - _ : 
# 7 7 | Ys 
: 7 | e 1 yf 4 4 
| ont xf E “a Wd ” : 
oe ; | - © 
W " ae Se ot f 
; 2 

a) | | : a 

on i} = wT « 

- j ? foe F J 3 teed 

1 | —s f Sill R 

! , | : = ¢ ee 
: x : ee oy * 
¥ — ae « eres fel japamac ‘ z . 

3 7 i. 3 . : * “ = és * - ie 4. ¢ "2 ~ - ‘- re tik ar Phi by ris . 
hae’ t Pn es + a Z ane — ae a : 
‘ 3 i ‘ot re F : opin 
7 i s ; - . , weet: = ie a ee i fe 
ae é niaiii ere eee sees Ae ees: ee 
‘, ’ 7 * - Pos 2 vos Le a Tee > ia * 
. ke sf AR : : ra i ; ; Rid Ave 
" ; - 

a is ae Pest, Y fs / é 

er Ee : : : . : . eh 
eo ee ot tal s ea tae: . rom oa vhs woe K E Ae a a es ate ‘4 ma * — _ ; ae : 4 

cS ; * aye el a ‘ ee any sare - igh e e . : * ; ee 5 
a Je 4 ‘ a me ; ‘ . aye ste t ¢ - a $ Z aie A fhe : ‘ ee d 
‘i $s A : es . 4 a . a ai Pade # ‘ ated = 4 . aS uf 3 5 . ‘ ey ‘ r <u « 2 he »4 5 


Segara ey a 
‘elective audience ~., 
“  |..more we a million %, 


| fraternal-minded Elks and 
ta. their families. nt 


Recep five marker — 


capi men with 
family incomes double the 
a national median. 


he 4 
Lees Sass : 


eo Rit, 


Successtal campaign” 


.. Elks spend liberally 


f and give preference to products é 
a advertised in their magazine. ... 
No. “ 

bi Aan? 


MAGAZINE 


New York e Detroit » Chicago « Los Angeles 


Kool-Aid Budget 
Doubled for 1954 


Cuicaco, April 13—National ad- 
vertising for Kool-Aid soft drink 
powders will be doubled this year, 
with a major campaign starting in 
May in magazines, Sunday comics, 
outdgor and television. Details 
were released here this week by 
Jim Andrews, sales and advertis- 
ing manager of Perkins Products 
Co., a General Foods subsidiary. 

Economy will be a major theme 
of the campaign. Ads will tell con- 
sumers that a 5¢ Kool-Aid package 
makes two quarts of fruit-flavored 
drink. Sunday comics will be used 
in 181 newspapers and 5,000 out- 
door posters will appear in all 
towns and cities of more than 
15,000 population. The “Roy Rog- 
ers Show” (NBC-TV) will place 
extra support behind Kool-Aid 
with special commercials. Four- 
color ads are scheduled in Capper’s 
| Farmer, Country Gentleman, Ebo- 
\ny, Farm & Ranch, Life, Parents’ 
| Masasine and Successful Farming. 
| A new slogan, “Kool-Aid is 
America’s favorite drink in an 
Jenvelope,” will be used. Each ad 
will show a Kool-Aid pitcher with 


. |a finger scraping the frost on its 


"| exterior. New point of sale ma- 
terial is being distributed to deal- 
| ers. 

| Foote, Cone & Belding is the 
‘agency. 


Ohrenschall Named A.E. 


| Robert F. Ohrenschall, formerly 
/on the market services staff of 
|McCann-Erickson, New York, has 
‘been appointed an account execu- 
‘tive of Wank & O’Rourke, San 
| Francisco. 


KW K at (IN SHREVEPORT) 


SENDS CATTLE TO TEXAS! 


The following unsolicited letter from Mr. Ted 
Gouldy, Secretary-General Manager of the Ft. 
Worth Livestock Market Institute, Inc., tells the 
whole story—especially if you remember that 
Ft. Worth is 220 miles from Shreveport. 


6¢When the Ft. Worth Livestock Market Institute bought 


KWKH for a spot campaign, we frankly did it with 
some temerity. 


“The great distance between our cities, and an in- 
tervening state line, made it appear that we were 
perhaps going pretty far afield. 


“However, | can say without qualification—the por- 
tion of our budget spent on KWKH has been one of 
the bright spots of our outlay. 


“We have actually traced many shipments of live- 
stock that came here because they ‘heard us on 
KWKH’. 


“Feel free at any time to refer doubting time buyers 
to me. It will be a pleasure to recommend KWKH to 
them without reservation.)) 


ed Coil, 


SHREVEPORT LOUISIANA 


Left: A view of the Ft. 
Livestock Market Institute. 


Worth 


Below: Mr. Ted Gouldy, Secretary- 
General Manager. 


50,000 Watts @ CBS Radio 


KW KH 


A Shreveport Times Station 


The Branham Co., Representatives 
Henry Clay, General Manager 


Fred Watkins, Commercial Manager 


| 


Advertising Age, April 19, 1954 


Getting Personal 


John K. Ottley Jr., account executive of Liller, Neal & Battle, 
Atlanta, is reported in good condition at St. Joseph’s Infirmary after 
suffering a mild heart attack. A complete rest was ordered, with 
no visitors for a few days. . 

An oil painting by Thomas E. Yerxa of N. W. Ayer & Son’s art 
department in Philadelphia, was awarded the S. J. Wallace Truman 
prize of $500 in the 129th annual exhibition of the National Acade- 
my of Design, New York. This is the third year that Mr. Yerxa’s 
work has been selected for exhibit by the National Academy. In 
fact, last year the Academy purchased his entry... 

E. L. Turner, publisher and general manager of the Times, Val- 
dosta, Ga., observed his 91st birthday last month in hearty health. 
Mr. Turner has been with the paper since 1889 and has been pub- 
lisher since 1898. He still reports to the office early each day and 
actively directs all operations of the paper. A year ago his as- 
sociates honored him at a testimonial dinner... 


MAN WiTH A FUTURE—Col. Robert W. Robb (center), the American Heritage Foun- 

dation’s first $1-a-year-man, accepts 95¢ and the promise of 5¢ more (“if earned’) 

on his return to Calkins & Holden, Carlock, McClinton & Smith, after being on loan 

to the foundation for past 12 months. With him are H. L. McClinton (left), president 
of the agency, and Clyde M. Vandeburg, executive director of the foundation. 


Young & Rubicam president Sigurd S. Larmon has been appointed 
by President Eisenhower to the U.S. Advisory Commission on Infor- 
mation. Mr. Larmon succeeds Saturday Evening Post editor Ben 
Hibbs, whose term expired recently... 

Naomi Gottlober, daughter of Stadium Concerts Review publisher 
Sigmund Gottlober, has married Lawrence Berson of Chicago... 
Rudin & Roth sales manager Sid Brodkin has a new daughter, 
Gwen Nadine, in his family... 

Kenneth D. Caldwell, v.p. in charge of advertising of Sales Build- 
ers Inc., U. S. distributor of Max Factor Hollywood cosmetics, sailed 
with Mrs. Caldwell on the Liberte April 8 for two months’ vacation 
in Europe. He was honored not so long ago on the occasion of his 
25th anniversary as advertising director of the company... 


a! | 
dtd oS . tteteinin —al > 
VACATIONERS—Mr. and Mrs. Bowman Kreer had their picture taken in the patio of 
the Hotel Westward Ho, Phoenix, where they spent a recent holiday. Mr. Kreer is 
v.p. and coordinator of creative services of Campbell-Mithun’s Chicago office. 


S. DeWitt Clough, managing director of the Chicago Heart Assn. 
since his retirement from the chairmanship of Abbott Laboratories, 
received the annual Gold Heart at the dinner of the American Heart 
Assn. in Chicago... 

John Mather Lupton, head of John Mather Lupton Co., New York, 
and Connecticut state chairman of the Young Republicans, has 
been named publicity director and member of the executive com- 
mittee of the National Federation of Young Republicans. He is a 
resident of Weston, Conn... 

Joseph D. Nelson Jr., v.p. of Stockton, West, Burkhart, Cincinnati 
agency, will serve as vice-chairman of the United. Fine Art Fund 
campaign ip Cincinnati... 

Robert H. Teter, sales manager of Station KYW, Philadelphia, 
who has been an amateur actor for many years, had the tables 
turned on him. The Harcum College Experimental Theater asked 
him to be a judge of dramatic competition ... Joan Hedden, of the 
WIP sales department, became Mrs. Albert Seckinger on March 20. 

Carol Diaz has become engaged to Russell Palmer, on the staff of 
Crowell-Collier. . .Ditto Marie Connolly, secretary to McCann-Erick- 
son president on Harper Jr., who will marry Gerard Enright in 
August and ‘m to San Francisco. .. 
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Rep. Robert J. Corbett (Pa.) 


29th Cong. Dist., Pennsylvania. 
Member, Post Office 

and Civil Service Committee, 
U.S. House of Representatives 


Lawrence G. Chait 


Director of List Research, Time, Inc. 
President, Direct Mail 
Advertising Association 


Maxwell C. Ross 


Advertising Manager, Old American 
Insurance Co., Kansas City. 

Former Subscription Promotion Manager, 
Cowles Magazines, Ine. 


Mail 
Day 


H. Kurt Vahle 


Vice President and Sales Manager. 


Friday, May 7 


Cupples-Hesse Corporation. 
St. Louis, Missouri 


9 a.m.—S5 p.m. 


Ralph T. Curti Grand Ballroom 
alph T, Curtis 


General Manager, 
Ross-Martin & Co., Tulsa. 
Former Advertising Manager, 
Prentice-Hall, Ine. 


Palmer House 


ALL-DAY CLINIC 


Paul J. Bringe 


Sales Manager, Milwaukee 
Dustless Brush Company. 
President, Associated 
Third Class Mail Users 


on direct mail advertising techniques 


Co-sponsored by DMAA, CFAC 


and 18 affiliated organizations 


Get answers to your specific problems 


Twenty-seven experts will conduct “Circles of Information” 


Whitt N. Schultz 


Mail Order Consultant, 
Glencoe, Ill. 

Former senior partner, 
Northmore’s, Highland Park, Ill. 


on all phases of direct mail operation. 


Pick up ideas from winning campaigns 


Sixty Direct Mail Advertising Association 
“Best of Industry” promotions on display. 


Chicago Federated Advertising Club, 139 N. Clark St., Chicago 2 


Please send me: 


tickets for CHICAGO DIRECT tickets 
Bop tickets. MAIL DAY—Friday, May 7th for luncheon only 
. . covering admission to morning at $6.00 each. 
Just fill out and and afternoon sessions AND 
mail reply blank luncheon, at $10.00 each. Check enclosed for $ 


Luncheon anv clinic $10 


Luncheon alone $6 NAME 


COMPANY 
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New York State to Stanfield | Per-Copy Prices of 
| The State of New York has ap- . . 

| pointed Harold F. Stanfield Led. Papers Still Going 
/ Montreal, to handle its travel ad- 

| vertising in Canada. A test cam-|Up, ANPA Reports 
paign in large circulation newspa-| 
pers in the provinces of Ontario. 
/ and Quebec began this month. 


Library Group Sets Confab llishers Assn. 


hold its annual convention May 16 
through 20 in Cincinnati, O. 


Advertising Age, April 19, 1954 


in i952, ane at last count the total Earle Ludgin Names Three 
stood at 208 .rapers. 


William M. Englehaupt, former- 
ly divisional sales manager of 


# At the same time, the number Helene Curtis Industries, Chicago, 
of 5¢ newspapers was decreasing. has been appointed merchandising 
In 1951, there were 1,594; in 1952,| director of Earle Ludgin & Co.. 

New York, April 13—Per copy 1,517, and now there are 1,461.| Chicago. Georgia Duke has joined 
prices of newspapers are still on) The ANPA reported only two! the creative staff and John Melo- 
the way up, according to findings dailies selling for 2¢ and only 22 ney the research staff of the agen- 


of the American Newspaper Pub-| being offered for 3¢. The ANPA cy. Mrs. Duke formerly was with 


‘gave no figures on Sunday papers, | the Chicago office of J. Walter 
The Special Libraries Assn. will In 1951, there were only 29 but in 1951 there were 122 selling | Thompson Co., and Mr. Meloney 

newspapers that sold for 6¢, 7¢ or at more than 10¢ and in 1952 the previously was with A. C. Nielsen 
10¢. That number jumped to 168 number went to 165 papers. 


|Co., Evanston, III. 


ARKADY LEOKUM, copy chief of Sherman 

& Marquette, New York, has been elected 

a v.p. of the agency. Prior to joining Sher- 

man & Marquette in 1950, Mr. Leokum was 
a v.p. of Robert W. Orr & Associates. 


No-Pitch Stars to 
Have Dim Future, 
K&E’s Davis Warns 


Detroit, April 13—Television 
and radio stars who refuse to 
deliver commercials won't be 
around long, a Kenyon and Eck- 
hardt executive predicts. 

Hal Davis, promotion v.p. of the 
agency, told the Adcraft Club here 
last Friday that the time has come 
for “a good look at what talent 
is required to do for the small 
amount of money necessary to keep 
their swimming pools filled.” 

Performers and their agents, 
said Mr. Davis, are using the 
“honest opinions” of critics who 
believe that talent should not give 
product pitches to back perform- 
ers’ desires not to get involved 
in the “messy business.” 


# People will buy products pushed 
by personalities they like, he said, 
and added that he can’t see why 
talent which endorses products 
through print and outdoor ads 
can't do the same thing on the air. 

He cited Jack Benny and Ed 
Sullivan as examples of stars 
whose cooperation with advertisers 
hasn't hurt their professional 
standings. Mr. Sullivan, he pointed 
out, even goes into the field to 
sell his sponsor’s products. 

The easy days are over for cli-| 
ents, salesmen and ad agencies, 
Mr. Davis asserted, and “the talent 
better wake up.” 

“Pity the poor performer who 
doesn’t heed this rule of survival,” 
he said. “With or without ratings, 
his television time is running out. 
And the agency that lets [per- 
formers] get away with sitting on 
their dignity will find itself hailed 
by the critics and bewailed by ex- 
clients.” 


NBP Names PR Committee 


National Business Publications 
Inc., Washington, has named seven 
new members to its public relations 
committee. They are Raymond 
Bill, board chairman, Bill Broth- 
ers Publishing Corp., chairman; 
George B. Roscoe, editor, Qualified 
Contractor, vice-chairman; G. D. 
Crain Jr., publisher, Advertising 
Publications Inc.; Irving L. Dia-| 
mond, publisher, Arizona Beverage 
Journal; C. B. Larrabee, president, | 
Printers’ Ink Publishing Co.; C. 
Laury Botthof, president, Standard 
Rate & Data Service, and Allan J. 
Oppenheim, publisher, Western 
Advertising. 


Holzer Joins Mort Goodman 

Lou Holzer, formerly account! 
executive of W. B. Geissinger & 
Co., Los Angeles, has joined Mort 
Goodman Advertising, Los Ange-. 
les, as v.p. in charge of radio, tv 
and new business. 


Name Blanchard-Nichols 

Vision and Visao, Latin Amer- | 
ican news magazines in Spanish) 
and Portuguese, have appointed | 
Blanchard-Nichols-Osborn, Atlan-| 
ta, to represent them in the South 
and Southwest. 


r... the most up-to-date 


census of metalworking 


THE IRON AGE BASIC MARKETING DATA 


COMPLETELY NEW FIGURES — not iust a revision of certain sections. 

NEW DATA, based on 1954 figures—much more representative than figures for the above-normal year of 1953. 

COUNTY BREAKDOWNS will be available for the first time. The exceedingly popular industrial area data will be continued. 
AVAILABLE THIS SUMMER to all advertisers and agencies with a stake in the metalworking market. 

LIMITED FIRST EDITION — reserve your copies today. Write on your letterhead. 


The IRON AGE Basic Marketing Data is the 
the most popular and widely-used private cen- 
sus data on the metalworking industry. It is of 
great value in establishing potentials, pin- 
pointing markets, plotting sales territories, lo- 
cating salesmen, building advertising programs. 


Now this service material is being completely 
redone. An entirely new census is underway 
which brings the latest information from all 
plants in the metalworking industry employing 
20 or more plant workers. It is a typically 
thorough, reliable IRON AGE research project. 


Another thing: This year’s figures should make 
a lot more sense. 1953, let’s face it, was an 
above-normal year. You’d rather base your 
sales planning on current data. Besides — 1954 
is the year for greater selling effort. The more 
closely we can make the facts coincide with 
the current market, the more helpful we are 
to you. 


This is what you should know about The IRON 
AGE Basic Marketing Data: 


1. Easy to use, thanks to IRON AGE’s special 
format and style of presentation in Vols. 1 
and 2 with sales analysis work sheets and sim- 
plified instructions. 


2. Plant workers are used as the yardstick be- 
cause the number of plant workers is a more 
accurate indication of physical output of a 
plant than a total employee number which in- 
cludes office and non-productive help. 


3. Pioneered many years ago by The IRON 
AGE, first of all metalworking magazines to 
provide this expensive extra marketing service. 


4. This census of metalworking was conceived 
and has been supervised and maintained by 

he IRON AGE’s Director of Research who 
has had over 20 years’ experience in close asso- 
ciation with the metalworking industry. 
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Two Join Putman Sales Staff 


Putman Publishing Co., Chicago, | 


has added two to its publications’ 
sales staffs. William J. McCaw, 
formerly advertising manager of 
Horace T. Potts Co., Philadelphia, 
will represent Chemical Processing 
in eastern Pennsylvania and north- 
ern New Jersey. Herman F. Faiola, 
previously district sales manager 
for Quick Frozen Foods, New York, 
will represent Food Processing in 
all of New York and in central 
Pennsylvania. 


|Gantner Plans Ad Program 

Gantner of California, San Fran- 
cisco, is planning an intensive ex- 
pansion in the field of swimwear 
and sweaters. Irwin Vladimir & Co. 
up to this time has handled both 
international and domestic adver- 
tising for the company. Gantner 
will now select another agency 
with San Francisco facilities to 
handle the domestic account ex- 
clusively. Vladimir will continue 
to expand and specialize in the 
international field. 


NBC Opens Souvenir 
Shop in RCA Bldg. 


New York, April 12—The Na- 
tional Broadcasting Co. has a new 
sideline. 

The company opened its new 
souvenir shop today. Its wares are 
displayed on a counter strategical- 
ly located on the mezzaine floor of | 
the RCA Bldg., where the guided | 
NBC tours begin and end, and the | 
network figures it will do quite a_ 


‘lot of business. 


Some 500,000 visitors take the 


NBC guided tours every year. It 


stands to reason that most of them 
will be looking for mementos of 
the big city to take home with 


'them. So NBC's souvenir shop is 
‘stocked with NBC-insigniaed 


charm bracelets, pennants, plas- 
tic items, men’s jewelry, automo- 
bile stickers, children’s T-shirts, 
etc. 


es This new NBC operation is 


Research, sales and advertising executives 
find The IRON AGE Basic Marketing Data indispensable 


Ray Christensen, Director, Industrial Advertising & Promotion 


Reynolds Metals Company 


“The Market Data Books have received very favorable comment from 
our market managers. In spite of the fact that you sent us 12 sets I 
already have a request for one more set.” 


H. M. Wilson, Production Manager, 


Wire Rope Sling Department, American Chain & Cable Co. 


“Appreciate very much your Market Data Book No. 2. Feel certain 
that this will materially assist us in evaluating the market potential 


for sling business.” 


Lawrence G. O'Neill, Advertising Manager, Sterling Electric Motors, Inc. 
“We will need a couple of extra copies of your Basic Marketing Data 
volumes when we begin work on our project, since several people will 
be involved. Thank you very much for the excellent help you have 


given us.” 


L. B. Luatly, Sales Pro. Manager, Industrial Filtration Division 


United States Hoffman Machinery Corp. 

“I have just received the copy of Volume 2, Basic Marketing Data. It 
will be very helpful in working up a new market analysis to be pre- 
sented to our sales staff in June. Thanks very much for this valuable 


assistance.” 


reserve 


your copy 
today 


THE METALWORKING INDUSTRY BY INDUSTRIAL AREAS. 


This volume (over 74 pages) 


developed from The 


IRON AGE’s continuing analysis of metalworking, 
breaks this basic marketing data down into still smaller 
pieces—by industrial areas for the entire United States. 


the most powerful industrial magazine in the world 


THE NATIONAL METALWORKING MARKET. Here, 
in just 12 tabular pages is your national metal- 
working market, classified by the U. S. Govern- 
ment’s Standard Industrial Code — industry 
breakdown, number of plants, number of plant 
workers, departments operated, etc. 


difronAge 


A CHILTON PUBLICATION @ 
101 East 41st St., New York 17, N.Y. 


SALES APPEAL—Guidette Mary High, who 
will take a turn behind the counter of 
NBC’s new souvenir shop in the RCA Bldg. 
| in New York, shows some of the network- 
| associated items that went on sale April 12. 


| 


under the direction of Ted Cott, 
who retains his duties as a v.p. 
of the radio network. His favorite 
novelty find so far is a pen and 
pencil set with moving parts that 
rings out the NBC chimes. 

The souvenir shop also will car- 
ry products franchised by its big- 
name talent. The earliest displays 
in this category will include J. 
Fred Muggs puppets, Ding Dong 
School books and Howdy Doody 
toys, towels, balloons and pipes. 

The opening of the souvenir shop 
is the first step in Mr. Cott’s pro- 
gram to exploit and merchandise 
‘all NBC program properties and 
stars in as many ways as possible. 

His next venture in the by-prod- 
uct field is expected to be release 
of the much-lauded film series, 
“Victory At Sea,” as a feature for : 
motion picture houses. 


Crumpacker Joins Edelman 

| Mrs. Bette Crumpacker, former- 
ly editorial director in the public 
relations department of the Toni 
division of Gillette Co., Chicago, 
has been named director of the 
New York office of Daniel J. Edel- 
man & Associates, public relations 
consultant. Edelman handles p.r. 
| for Toni. 


Chicago Mail Contab Set 

| Spotlighting Chicago’s role as 
ithe “Direct Mail Capital of the 
U. S.,” the Direct Mail Advertising 
Club of Chicago will sponsor an 
all-day conference at the Palmer 
House, May 7, on ways to improve 
the effectiveness of advertising by 
mail. 


A BIG 2-STATE, 36-COUNTY MARKET 
Greatest — 


Retail Market 


between Richmond 
and Atlanta 


EFFECTIVELY COVERED 
BY ONE NEWSPAPER 
The Largest 
Newspaper 

DAILY OR SUNDAY... 


AT AMILLINE RATE 
AMONG THE LOWEST IN AMERICA 


Observer 


First in the Carolinas in 
CIRCULATION - ADVERTISING - NEWS CONTENT 


National Representatives. SAWYER-FERGUSON-WALKER CO. 
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N. Y. Bank Board to 
Follow Court Rule 


on ‘Saving’ i 
5 Ads Brown Joins Campbell-Ewald 


New York, April 13—The New — wijliam N. Brown has been ap- 
York State Banking Board yester- jointed an account executive in 
day canceled restrictions against the Detroit office of Campbell- 
the use of the word “savings” iN fwald Co. Mr. Brown formerly 
advertising by state banks, trust was an account executive of Fuller 
companies, industrial banks and g smith & Ross, Cleveland. 
private bankers. 


| thrift, 
,and compound interest accounts. 


| instead of substitute terms such as| 


| words “saving or savings accounts” ‘Defender’ Names Draznin 


Jules N. Draznin, formerly an ac- 


special interest accounts,| count executive of Olian & Bron- 


ner, Chicago, has been appointed 
advertising director of the Chicago 
Defender. Mr. Draznin will handle 
the advertising sales program for 
the Defender’s 50th anniversary 
celebration beginning May 5, and 
also will assist in the promotion of 
the six other Defender publica- 
| tions. 


Advertising Age, April 19, 1954 


New Engiand Life to BBDO |New York station representative. 
New England Mutual Life In- |At the same time, John H. Brown, 

surance Co., Boston, has appointed previously with Brown & Bigelow, 

Batten, Barton, Durstine & Osborn, has been appointed to the com- 

Boston, to handle its advertising,| pany’s research and promotion de- 

effective July 1. N. W. Ayer & Son partment. 

is the current agency. 


B&H Instrument to Kotula 
Headley-Reed Names Two B & H Instrument Co., Fort 
Ken Beech, formerly with War-| Worth, has appointed Kotula Co. 
wick & Legler, has joined the radio| New York, to handle its advertis- 
sales staff of Headley-Reed Co.,'ing and public relations. 


This action was taken to con- 
form with the decision handed | 
down Monday by the U. S. Su- 
preme Court, which held that New 
York State could not constitu- 
tionally prohibit national banks 
from using the word “savings” in 
advertising. 

William A. Lyon, state superin- 
tendent of banks, made the follow- 
ing statement: 

“A statutory prohibition in ef- 
fect for almost a hundred years in 
the state of New York, antedating 
the national banking system itself, 
has passed from our banking scene. 
The Supreme Court has spoken 
and laid the issue at rest. The 
action by the banking board as- 
sures that this action by the court 
will not find our state institutions 
at a disadvantage.” 


a Before the Supreme Court’s de- 
cision, Walter J. Hess, president of 
the Savings Banks Assn, of the 
State of New York, had recom- 
mended that state-chartered com- 
mercial banks be permitted to use 
the word “savings” for advertising 
and other business purposes. The 
Supreme Court decision dealt only 
with national banks. 

Representatives of commercial 
and savings banks told AA that 
they expect no material change} 
one way or the other in local bank- | 
ing business as a result of the Su-| 
preme Court’s decision. Most local 
bankers seem to regard the matter 
as more or less academic or tech- 
nical. Convenience of location de- 
termines where people open their 
accounts, most bankers conceded. | 

The Franklin National Bank of 
Franklin Square, L. I., which car- 
ried the case to the Supreme Court, 
had the support of the New York 
State Bankers Assn. and the De- 
partment of Justice. 

A. T. Roth, president of Franklin 
National Bank, issued a statement 
saying that the decision was logical 
and fair. He noted that now na- 
tional banks wil be able to use the 


You can use this 


recorder 
anywhere! 
N 


E/ 


Minifon works unseen — in your pocket! 
Clearly records your words — or those of 
others — for up to 214 hours at a time. 
Takes dictation, notes, on-the-spot inter- 
views, speeches, meeting memoranda. 
Eliminates written reports for busy ex- 
ecutives! Recordings are fully control- 
lable, easy to edit or erase, re-usable—and 
may be mailed as letters. Minifon works 
on battery or AC, plays back through its 
gown headphones or any radio speaker, 
has playback control for typist. Write 
for information. 


minifon 
world’s only POCKET SIZE recorder 


GEISS-AMERICA - Dept. A 
CHICAGO 45, ILLINOIS 


rat BY ee ack, J We ae Seah 5 4 * Loloh <i, ect a Sees Rs pre eS ae yy SEL es | Betas tas $i, 3 pete me ee , > F CRESCENT Dig ~ A c LAS E, re ie et eae : E Sig eM et ae pe aN 5 
Papa = bie tor He ii na. ISR a 9 eg, Were Be “ay tae SN ie a gn Gt ae pte gh Paes Hey, Mehr acne yeaa Fk Loe a eh ae be RPG oie ty ASTER on grin. RRA Oe FRR ; Pies Soy ak A ea he 
IS ee SOS ee tos herr a oe eae 5) pata : oe ae ao a ea eee Ree Rag torah sie ape cea CW rae Pe Sn eral) pa ig ign kr og SES SOE AE Sil ac ae ar ae ge eg . pale tS EH nie ge ficieh as aa Aida Tee Pees a 
lee ese he ine ey a ere ot te ee ss Dies ain aoe fh ce ot ais Bh SEARS He Scher Ane RN Aa ey ge, ORE TON ae hig Dee are Nd Meaeet rf iN. Vy, NO Re we POR oie DME MN yn gh le OO ome Fa Dee hoon ERS oe a a eos 
te ae ee So NE emi MR ai Sama.’ « "| ae a eer OD ON ee ieee SCR eee are ree,” steeame ee ae ee 
” : ac + aa : ao ; : « : a i ‘ Oe Gece 
a> oe a “tay BS 
et Se = an 

ah Soe Fa “ 
Uh eect ee 
oa Fis ae 

= he 
4 ee 2. 
- 7 ine 
F 
7 eee . 
ta 
S ; 
ae . + 

i “a 
as z 
a : 
ae : a 

eee ea . i 
eres ;_ 

con H 

eh H 
tee sa 
ae Sead 
a co 
ea i 
ee { 7 

Re i : 

ee i ul = 
ie 

mes : 

i 4 

» ' 
- 3 
e aes Meme TA | EO ee. Be RL RES RE IAN on PER a as ete ee ek he pie re pao Mee aca * i mee Sts 7 
EEE FF ic ike Nh, Be Tk eae BO OE ee ee tae ee oe ee bye es ES | i 
a. yi a be : 3 
Lt oy By 
ie Om ’ 
eB! Rem t _ i 
; ne A P| 
‘ ae - 
~ - z 
a be No ‘ } 
pet Bs sage } 

: ae 2 re ' : 
ra “oan it & : i 
1 ake 33: oe a } 
Si Sy ge : | 

aaa Be Fe q ae | 

pa tage ts oe 
aah. cae 5 4 Sere | 
en a ms 
Pat Ae At ee - 3Me 
emia. ee be ae 7 risk i 
i er as. hs "7 
Poin ® ar 
Sinead Se. a ek 
rele i ae 
ane SF ee Wi: 

ce ae 4g Ar hy 
Jee 2 i fede A / 
en ee Be ‘eats 
Neg See Sot ae 
Baia ie oD co. 
sai “ah ee a ; fr 
- Litre eer ee 
Wo. cs Aim 
oe x ge halt ted | 
i ls ae 
ts ed ths 

ee tba 
Bi: a eas, 
~ cote ae ; 
eS ates é i 
ape. ‘ ; | 
‘ Re see * | 
ate j 
ne 
ete ; 
eae Rees 
2 i a > om 
ee 
Ac : Rts oe — 
So rece igo 
Siar? ce : 
ec =o Rage ss 
Ta ore OW 
ee ae E 
. i yi ‘ 
7 Geis i | 
z me | 
, pu Ate i 
ifceoe | RC Po) 
pips bia onl 
ae La, (Pe ea e 
tae ts Ro ee bye | 
ecu Pe = ‘i 
Z Aiea & ce ai j 
bal es Sra gi. sont r 
a, pets * ; 
s sf oe 
E pe home 
faethe 8 “ i 
ates Res. eee a 
Fe ae be ' 
oe pam Gee ‘ : 
PY caer ‘Spee “ rie | 
Sei Bee 
sedi Ke se bk ' 
aks Bt oa 
i i Ee a a 
oS ae bees oo! ‘ 
ne * pee 
ae z : 
se —_—_—_—_————————— 8 te 
tees Pee 3 
Fea te Pete ‘ 
ae Lae 
— aes a 1} 
: e } 
ie oe . 4 
- oer 
Ses ~~ 2 ee 3 i ] 
rete / , pe 5 | 

‘ es ae 

i aan oF i 

& e ae, " ) 

y 3 i Pcs aa . fj. 

| € 3 

ae , hae soph ae 5 
ees Ss te eens | 
vee a Py’ r+ 7 2 | 

ke os ae h 
oe " 4 os as i 2 3 
cae es eae _ 
og ae ig 
roa F 3 eet 
eae , ee 
Sea: a : 
ENT ee 
siete ae 
Bee nt oe re 

ve Poss s 

x. ae ; 
: : a. See ¢ 
Bt os ee : 
a ; 

' : 

mi ‘+ oe 

Sl 

ae Mi 

i <a - 
z = 

: ~ —s iF cae © 

bg 

Wes a 

er = 

ee : 
‘a " ¢ 

; aie iF 

po et a : 
3 ee is 
£ ea’ aR Aa EEL ea ee tee oe ‘ Pook ye se ee ee ee ee oe * K Fe | 
*e ret al Cae ¥ 3 * e 5: Raitt ay : ee de Se aa aoe pape BF OR cS ae eae 4 ered plist el ae ® ‘3 aes a ks iad i ng See ze e hs 
a > % ps eer gree ek Ak RL ate eee s ak eae . se CR eee ae a a saop t cian oe a ee tO" Rae Ro Sige gs ne ee en I ee a ae : “#y eae 
RN LL RE CRE RR I ar | = 
ie 3 e 
ts i 
= Pick 
he ip : iE aia? 
$ , eee : ; . cee ai aha rae : a es ‘i Jp as Fates ee cere weir ; wie. ae Pie “i ash. c: vee we Li een 
rs Ny a . 4 7 a wd ote: me ee) = A ¥ : a) . 3 2 : ars ze : ,. ‘ 


| 


Loyang on 


Advertising Age, April 19, 1954 


Robert Baker Joins Capital 

Robert A. Baker has resigned as 
circulation director of Kable News 
Co., New York magazine distribu- 
tor, to join Capital Distributing 
Co., Derby, Conn., as general man- 
ager. Dave Young, formerly news- 
stand sales manager, succeeds Mr. 
Baker at Kable. Mark O’Leary, 
member of the Kable field staff, 
has been promoted to newsstand 
sales manager. 


Guild Films Tries Radio 

Guild Films Co., New York, has 
set up a special division to pro- 
duce and distribute package shows 
for radio. This operation will be 
under the direction of Edward 
Grossman, controller of the com- 
pany. First radio show to be of- 
fered will be a 30-minute music 
and talk session with Liberace, 
Guild Films’ best-selling tv per- 
sonality. 


Drug and Medical 
Papers Need Audits, | 
Adclub Members Told 


New York, April 13—While the 
leading publications in the drug, 
medical and related fields present 
audited circulations, it was empha- 
sized today to members of the 
Pharmaceutical Advertising Club 


_of New York that the great majori- 
'ty of all publications serving these 


fields are not audited. 

One set of figures, presented by 
Peter Ball, eastern advertising 
manager of Modern Hospital, 
showed 307 publications in these 
fields of which only 10 are mem- 
bers of Audit Bureau of Circula- 
tions and 14 belong to Business 
Publications Audit of Circulations. 

With $12,000,000 a year being 


Bebe ide Be Bie eee 


Every advertising man familiar with chaotic conditions 
in the publishing field before establishment of rigid 


Oe Ee he te 


om 
aa 
, 


ee eee 


standards of circulation by the Audit Bureau of Circulations 
will appreciate this statement by EVERYWOMAN’S Magazine. 


Virtually all consumer magazines conform to A.B.C. standards because advertisers and ad- 
vertising agencies universally rely upon its reports in evaluating media and buying space. 
The A.B.C. and its invaluable contributions to accurate, reliable measurements of circulation 
has become such an accepted part of the publishing and advertising business that there is 
always the danger it will be taken too much for granted. 


An A.B.C. audit takes on unusual significance in the field of magazines sold exclusively 
through stores because of the employment of a special system which takes into consideration 
their unique method of distribution, as compared to that of conventional publications. 
Among store-distributed magazines, only these thre -EVERYWOMAN’S, Family Circle, 
and Woman’s Day — provide this proof of sale to the consumer at the retail level. 


From its inception, in 1951, EVERYWOMAN’S was aware of its responsibility to provide an 
A.B.C. audit so advertisers could be fully assured that its swift growth in reader popularity 
represented solid, bona fide circulation. EVERYWOMAN’S established the policies and pro- 
cedures necessary to conform with the strict rules of audited paid circulation. Advertisers 
can accept EVERYWOMAN’S circulation statements with complete confidence. 


Advertisers and their agents have set the standards of the A.B.C. Advertising associations have 
endorsed these standards. EVERYWOMAN’S has met these standards—with pride! 


WEW YORK 


CHICAGO 


LOS ANGELES 


Git I 


PUBLISHER 


SAN FRANCISCO 


TORONTO 
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spent on advertising in the group, 
it was strongly recommended by 
several speakers that all publica- 
tions owe it to themselves and to 
their advertisers to arrange for 
the type of audit available to them. 

With A. Douglass Brewer, ex- 
ecutive secretary of the Assn. of 
Medical Advertising Agencies, 
presiding, the group witnessed the 


'ABC film, “Now We Know,” giv- 


ing the history of the auditing or- 
ganization and the reasons which 
led to its establishment. 


WOSH-TV Is Off the Air 

WOSH-TV, Oshkosh, Wis., u.h.f. 
station, has discontinued telecast- 
ing after less than a year’s opera- 
tion. Lack of local retail adver- 
tising and competition of big city 
v.h.f. stations were listed as rea- 
sons for the decision to go off the 
air. 


Ross Roy Promotes Quinn 
James F. Quinn has been pro- 
moted from an account executive 
to a v.p. and account supervisor of 
the Chicago office of Ross Roy Inc. 


GREENVILLE 


HALF- MILLION 
~ MARKET* — 


leads all others in 


MISC. SALES 


with 


$125,977,880. 


Data compiled from Sales Man- 
agement's 1953 Survey of Buy- 
ing Power shows this comparison 
of Miscellaneous Sales in S. C.'s 
3 leading markets: 


.$125,977,880. 
115,309,310. 
84,134,000. 


Greenville .. 
Columbia ... 


Charleston ... 


* GREENVILLES ABC CITY & 
_ RETAIL TRADING ZONES . 


494,212 PEOPLE 


The Greenville Market also leads 
all others in S. C. in Population, 
Income, Retail Sales, Wages, 
Employment, and Autos & Trucks. 
It is your first market in South 
Carolina. 


BIG-TOP 5 
SUPERMARKET 
OF SOUTH CAROLINA! 


Greenville ens 


MORNING & SUNDAY 


as 


GHEE PIEDMONT 


EVENING 


| Daily Circulation — 98,218 
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Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


HELP WANTED 
“ADVERTISING SALESMAN 
There is an excellent space selling oppor- 
tunity for a man who is ready to progress 
from any one of the following three cate- 


gories: 
An alert, poised, experienced industrial 
space salesman ‘“‘on the rise with com- 
mand of industrial marketing practices, 
is the ideal man for this immediate open- 
ing on one of the country s leading indus- 
trial publications ; 

A young industrial account executive who 


can sell advertising b) counselling, and 
who seeks the more lucrative opportunt- 
ties of sales, would fit the pattern of the 
selling team that has kept this publica- 
tion consistently in the top twenty in the 
country 
An industrial advertising manager who 
has the traits of sound analysis, quiet per- 
suasion and the yearning to Carry his 
skill to “the other side of the desk” would 
find this an wunexcelled opportunity to 
break into industrial publishing. : 
Responsibilities and income are immedi- 
ate, and both are substantial. 
In any event, maturity is essential but 
must not exceed 35. Give full particulars 
in first letter. 
Box 6296, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
had BARNARD 
A service for employers and applicants 
in the field of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


MAIL PROMOTION 
Competent direct mail adv. mgr. for sea- 
soned mfg. of repeat business specialty. 
Line for Jobber, Distributor, and Consum- 
er. Must be responsible for program. 
personnel, lists, layouts—a challenging 
opportunity for qualified person. 

ALLIANCE RUBBER COMPANY 
Hot Springs, Arkansas 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
EXPERIENCED PUBLICITY WRITER 
Exceptional opportunity in growing Ohio 
advertising agency to handle publicity on 
major account and build new department. 
Prefer newspaper and professional expe- 
rience. Knowledge of building materials 
helpful. Write outlining personal back- 
ground, professional experience and pres- 
ent earnings. 
Box 6292, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
CALL BIRCH FIRST 
have the personnel you need 
BIRCH PERSONNEL 
59 E. Madison Ce 6-5670 


We 


Chicago 


size and frequency, apply on display. 


HELP WANTED 
FRANCHISED SPACE SALESMEN 
Protected territories in U.S.A. and Canada 
open. United Nations world trade manual. 
High commissions. Write JORDAN DEN- 


NIS CO. 278 Roxbury St., Boston 19, Mass. | 


LIFE PERSONNEL SERVICE 
Advertising e Publishing e Radio e TV 
for employers and qualified applicants 
105 West Monroe DE 2-3885 Chicago 


| WANT TO BE 
...a key man in the creative copy de- 
partment of a progressive Central Ohio 
advertising agency? Responsible position 
with opportunity for advancement waiting 
for a_ self-starting creative idea/copy 
writer. Outline experience. 

Box 6297, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 111, IIl. 


Interesting earning possibilities for TV 
film commercial salesman, representing 
one of the nation’s leading producers. 
Straight commission selling on part or 
full time basis. Openings in all parts of 
the country. Send qualifications and 
availability to TV Div., Alexander Film 
Co., Colorado Springs, Colorado. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


COPY-CONTACT MAN to handle fast- 
growing livestock feed account. Must 
know farm paper copy and modern prac- 
tices on farm feeding of livestock and 
poultry. Hard sell copy a must. Agency 
experience desirable, but if you are now 
in the advertising dept. of a feed manu- 
facturer and would like to get in an 
agency, this may be the chance you've 
been looking for, if you can qualify. This 
is an opportunity in a _ well-established, 
medium-sized, midwestern agency with 
national accounts. Not Chicago. Please 
tell us about yourself in first letter. All 
replies held in strict confidence. 

Box 6274, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
advertising man capable of 
gathering facts, roughing up ideas and 
writing copy on residential, commercial 
and industrial heating equipment. Expe- 
rienced in preparation of publicity re- 
leases desirable. Good salary to the man 
who has initiative and can assume respon- 
sibilities. Work is with nationally-known 
manufacturer in Cleveland, Ohio. 

Box 6273, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


Experienced 


ARTISTS REP 


WANTED 
Chicago—Detroit—Minn. 


The man we want is already doing a 
bang-up job in art or graphic arts sales 
in his home-city of Chicago, Detroit or 
Minneapolis but he wants to add top 
quality advertising art to the prestige 
services he now offers. 
We are an energetic, reputable, estab- 
lished studio within two delivery hours of 
his city, with thirty people producing top 
talent layout, lettering, illustration, pro- 
duction art, retouching. 
For the right man, say around 30 or 35, 
we offer a big-future interesting commis- 
sion opportunity and a great deal of per- 
sonal satisfaction. 
Write fully, giving business history and 
personal background 

Box 850, ADVERTISING AGE 


200 East Illinois Street, Chicago 11, Ill. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters since 1920 for 
ADVERTISING AND 


MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 
Please write briefly outlining your 
specific experience or persennel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 


POSITIONS WANTED 


EXPORT—I am looking for trouble! 
Specifically for your troubles. My objec- 
tives: Challenging assignment in export. 
|My background: 6 yrs adv. and prom. exp. 
| with top mfr. Capable of writing order- 
getting copy, knowledge prod. Extensive 
travel Latin America - Europe. Fluent 
Spanish, French. Young, dynamic slsman. | 
My references reveal an excellent record. 
| 


Box 6299, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ARTIST - LETTERING - LAYOUT | 
|22 yrs. exp. in signs -showcards, art) 
school grad. desires job in TV or agency | 
in Calif. Will submit samples. 43, family. 
} Box 6295, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| CALL BIRCH FIRST | 

We have the job you want 
BIRCH PERSONNEL 

59 E. Madison Ce 6-5670 Chicago | 


PRODUCTION MAN desires position with | 
top agency. 10 years experience. 

Box 6298, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
Editor-writer: Familiar with industry, | 
farming; 7 years’ newspaper experience; | 
conscientious, temperate; anxious to im- | 
prove self. 

Box 6293, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


MISCELLANEOUS 


SALES TRAINING FILMS WANTED 
Sales training films, new or used. Sub- 
mit complete description and best prices. 

Box 6294, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FINE AGRICULTURAL ART 


Write for illustrated brochure 
JOHN ANDREWS 
7265 No. 36 Omaha, Nebraska 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker- TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


WANTED 
ADV. ACCOUNT EXECUTIVE 
WITH TOILETRY EXPERIENCE 


A big job on an important account 
with a substantial agency. Please 
give full information. Replies treated 
confidentially. Our staff knows of 
this ad. 


Box 851 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IIl. 


COPYWRITER 


with industrial (or equivalent) 
background for New York agency 


This is a good opportunity for a creative 
copywriter with several years of either 
industrial, trade or direct mail advertis- 
ing experience who is looking for a chance 
to work on diversified accounts, including 
some consumer. We are a medium-sized 
(30-man) New York agency, small enough 
so that you won't be pigeonholed, and yet 
big enough so that your work will be no- 
ticed in the field. Tell us about your work 
and give us an idea of your salary re- 


quirement 
ADVERTISING AGE 


Box 852 
801 Second Ave New York 17, N.Y 


SATISFIED WITH 
YOUR COMPANY 
PUBLICATION? 


Expanding Chicago area business 
monthly offers the unusual oppor- 
tunity to participate in its low 


MU 9-2630 


a 


for 


| 


If you are interested in substantially 
increasing your income—if you are 
experienced in graphic arts selling— 
we would be interested in talking 
to you. 


Decals have a constant industrial and 
commercial demand because they 
offer an ideal method of equipment 
identification and of attractive ond 
colorful advertising. To you they 
offer fast sales and high profits. 


Duro Decals have won general ac- 
ceptance becouse they represent o 
high quality product—manufactured 
in o modern plant by a long estab- 
lished ond reputable company. 


1832 juneway terrace 


ADDED INCOME 


GRAPHIC ARTS 


SALESMEN 
WITH 


—— 


COMMERCIAL 

/ AND 

INDUSTRIAL 
DECALS 


Neck, 


WRITE OR 
TELEPHONE — 


DURO-DECALunc. 


° chicago 26, illinois 


SHeldrake 3-3430 


costs— share our editors’ time. 
Will handle all or part of your 
writing, editing, production, print- 
ing, addressing, mailing. You can 
also benefit a having our staff 
make your publication really sell 
your ideas. 


Box 843 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CREATIVE AD-WOMAN 


wants $15,000-a-year job 
in fabulous San Francisco 


I'm in my thirties—creative, versatile, de- 
pendable, emotionally mature, enthusi- 
astic, easy to work with. 14 years solid, 
down-to-earth, varied N. Y. and Chicago 
experience: creative planning. copy writ- 
ing—print, TV, radio, copy chief, art 
director, account executive in top 4-A 
ad agencies; department store, fashion 
merchandising, mail order catalog. Plus 
that, I've been teaching Advanced Ad- 
vertising for 3 years at large university. 
I'm interested only in a job with chal- 
lenge, responsibility, interest and $15,000 
& year... and it must be in Baghdad- 
by-the-Bay! 


Box 842, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| 
| 


GOOD PR—Jerome E. Klein (left), director of public relations for Lane Bryant Inc. 

and president of the New York chapter, American Public Relations Assn., accepts a 

“Certificate of Business Merit’ from Hulan E. Jack, Manhattan borough president, 

during the APRA national meeting in New York. The certificate cites the chapter's 
“eminent community service’ to New York. 


Cuicaco, April 12—Two agency 
men today urged business publica- 


| tions to increase market data serv- 


ices, and at the same time they 
endorsed a propos:.: to have adver- 
tisers pay for any ~vecial services 
conducted on ther behalf by the 
trade press (AA, March 15). 
Speaking today before the 
Chicago Business Publications 


ADVERTISING PERSONNEL 
Employer-Employvee 
Investigate 
our active confidential service. 


etty Clem 
EMPLOYMENT COUNSEL, INC. 
7 W. Madison - Flasniel 63100 ¢ Chicage 2, til. 


LOS ANGELES AGENCY 
WANTS 


TWO EXECUTIVES (35 to 45) 


not looking for ‘‘jobs’’. Financially able 
to start own agency but value more secure 
future in joining this long-established one 
whose founder contemplates semi-retire- 
ment in 5 yrs. Must have ability to sell 
new business & know-how to serve & 
hold it. Send confidential details & photo 
‘eel 1400 Holmby Ave., 
.A. 24 


Assistant to Publisher's Representative 


Excellent opportunity for young man with 
space selling experience. There are three 
top quality publications - two consumer 
- one trade - in this well established Chi- 
cago office. We can use a real hard hit- 
ting, go getter. If this fits you, write. 
Box 847 Advertising Age 
200 E. Illinois St., Chicao 11, Ill. 


“Our 43rd Year” 
ADV. MGR., TECHNICAL $10,000 
Mech. Engineering Training 
necessary. 


FASHION COPY GAL $10,000 
TV and B/W exper. 
LAYOUT ARTIST $ 6,500 


Know keyline, paste-up. 
GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


CIRCULATION DEVELOPMENT 
SERVICE, Inc. 


Floyd Ll. Hockenhull, President, founder 
and Publisher of Circulation Management 
Magazine for 18 years. 


We specialize in producing solid, long- 
term subscribers to business papers 
through proved, specially prepared and 
designated telephone technique. We fur- 
nish trained personnel and handle entire 
operation on commission-percentage basis. 
Write, telephone or wire Circulation De- 
velopment Service, Inc., 53 West Jackson 
fata Chicago 4, Ill., Phone WAbash 
2-5007. 


* 


it's a real deal. 


* AllGenerals x x 
and No Army? 


It you are short on copywriters, salesmen, produc- 
tion men, etc., a quickie ad in Advertising Age’s 
“Advertising Market Place” will bring you prompt 
applications from plenty of experienced personnel. 
At $1.00 a line for more than 26,000 circulation, 


Agency Men Say Advertisers Should Pay 
for Added Research by Business Papers 


Assn., Richard C. Christian, re- 
search director of Marsteller, Geb- 
hardt & Reed, and Marshall C. 
/Lewis, account executive of the 
/same agency, said business publi- 
cations should offer the following 
information to agencies: 

‘= 1. Complete marketing data and 
| trends in the industry to which the 
|publication is devoted. 

_ 2. Sales promotion and mer- 
chandising ideas. 

3. Case histories and predictions 
,about the future of the industry. 
| 4. Basic ad copy suggestions by 
‘editors who know and understand 
\the industry. 

5. Aid in conducting market re- 
| search. 

6. Competitive information, as 
long as it does not betray com- 
petitors within the industry. 

7. Use of space salesmen to es- 
tablish contact between editors 
and agency men. 

8. Increased editorial analysis. 

9. Studies on the effectiveness of 
advertising. 


be The speakers listed four steps 
that an agency must take in map- 
|ping an effective sales campaign: 
'(1) Determine marketing facts; 
| (2) decide on the proper media; 
|(3) formulate the right sales mes- 
|sages, and (4) conduct necessary 
research. 

Marketing facts, they said, are 
obtained from company records, 
government statistics, business 
publications, trade associations and 
other “secondary sources.” 

One of the first steps taken in 
working out a campaign, they 
added, is to hold a “situation sur- 
vey” meeting during which agency 
executives and sales and ad man- 
agers of the client company decide 
on the objectives of the advertising 
program. 


# According to Mr. Christian and 
Mr. Lewis, proper media can be 
/selected by analyzing publications 
/used in the past, by relating sales 
to ad objectives, and by studying 
Standard Rate & Data Service. 

Letters, they said, should then be 
sent to prospective media asking 
|for information on which final 
/'media selections can be based. 

The proper sales message, they 
pointed out, is obtained by talking 
with business publication editors 
who advise on the “best way to 
talk to the markets.” 

Finally, the speakers said, ad 
material should be distributed to 
‘salesmen so they can tie it in with 
their selling efforts. 


Chicago Photographer Moves 
Dick Boyer Photographers, Chi- 

cago, has moved to larger quarters 

at 27 E. Ohio St. 
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Coming . | gage SR AS BI 
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-Conventions 


*Indicates first listing in this column. 9 test ] 953 Ga ins 
April 20-22. American Newspaper Pub- 

lishers Assn., annual meeting, Waldorf- : S } ed 

Astoria, New York. e 
April 22-24. American Assn. of Ad- . 


vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 


by : fied Ads 
yo 23-25. Fourth District, Advertising , ee Classi 1 

Federati f A ica, 1 - . 

con serene Kem St Semrvoe, is.| Total Advertising 


April 28. Brand Names Day, annual 


convention, Brand Names Foundation, —< 
Waldorf-Astoria, New York. sv 
April 29-May 1. Southern California Ad- % Over 


vertising Agencies Assn., Deep Well es 
Ranch, Palm Springs. ts 
May 4-7. Assn. of Canadian Adver- ba Over 


() () () 59% of Field 
Lines 
,000, 


- isi Buying Power 
National Advertising y 


tion Assn., annual convention, Andrew 
Jackson Hotel, Nashville, Tenn. 

May 13-14. Public Utilities Advertising 
Assn., Hotel Statler, Boston. | 

May 14. International Advertising Assn. | 
(formerly Export Advertising Assn.), 
sixth annual convention, Hotel Plaza, 
New York. 

May 23-27. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing, Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives 
convention and sales equipment fair, 
Conrad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 
annual conference, Ambassador Hotel. 
Atlantic City. 

June 14-17. National Industrial Ad- 
vertisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23 U S Trade Mark Assn., an- 
nual meeting. Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, Ist annual convention, Hotel Utah, 
Salt Lake City. 

July 3-4. National Assn. of Advertis- 
ing Distributors, The Greenbrier, White 
Sulphur Springs, W. Va. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ic Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel. 
Chicago. 

Oct 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 


ney, pees 


SCcay i 


“sh 


Over 
17% U. S. Average 


“Up in Albany” translated into Arabic 
looks like this: $1,203,000,000. A billion and a 
quarter dollar market, an expenditure of 17% 


more for retail sales per family than the national average. 


Commercial: The dominant 


of America, annual convention, Hotel : KEEP 
Commodore, New York. 
*Nov. 8-10. Assn. of National Advertis- 
ers, ‘nae namie, Hotel Plaza, New | YOUR EYE 
— ON ALBANY... circulation of the morning and Sunday Times-Union far 
Hartness Joins Sherman - YOUR 
Carlton W. Hartness has joined ADVERTISING , 
Sheresss Advertsing Co. San 1m tat exceeds that of any other newspaper in the Albany 
Francisco, as v.p. and account ex- 
ecutive. The agency has_ been TIMES-UNION 


named to handle radio and tv ad- 
vertising for the California trade 
sales paint division of Internation- 
al Paint Co. 


Tri-City market area. 


Bishop & Associates Adds 4 

Bishop & Associates, Los Ange- 
les, has been appointed to handle 
public relations for the Dairy In- 
stitute of California and advertis- 
ing for Coast Federal Savings and 
Loan Assn., Golden State Mutual 
Life Insurance and Steward Co., 
all of Los Angeles. 


Albany Times-Union 


Represented Nationally by 
HEARST ADVERTISING SERVICE 


| t e e = 
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Consumer o— in Milwaukee and 
Omaha Follow the News, Studies Find 


25.1% of their trade, a gain from 
24.7% in 1953. Second choice is 
Chesterfield (18.4%) and third, 
Lucky Strike (15.6%). 
Chesterfield is again the leader 
with the women, with 19.2% of 
the market, but tailed closely by 


MILWAUKEE. April 13—Two of) 
the 19 newspapers participating 
in the 1954 Consolidated Consumer 
Analysis—the Milwaukee Journal 
and the Omaha World-Herald— 
have issued their individual re- 
ports. The consolidated report, 


Pall Mall (15.3%). Lucky Strike 
holds third place with 12.6%. Reg- 
ular-size cigarets are preferred by 
66.8% of the men and 53% of the 
women in Omaha. 


® Coffee use is pretty stable in 
both markets, despite the recent 
galloping price rises. In Milwau- 
kee, regular coffee showed gains, 
from 94.5% in 1953 to 95.4% in 
1954. Instant coffee use rose from 
35.6% in 1953 to 40.7% in 1954. 

In Omaha, regular coffee users 


'Bros.., 
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dropped slightly, to 95.7% this; when it nosed out Nescafe, which 
year compared with 96.6% in 1953. continues as the second choice 
Instant coffee, chosen by 30.2% in (23%). The next two choices are 
1953, rose to 39.2% in 1954. Maxwell House (19.9%) and San- 
In Milwaukee, the most popu- ka (12.9%). Maxwell House this 
lar brand of regular coffee is Hills year preempts Sanka of its third 
22.8%, a position it has position for the first time. 
maintained since 1951. The next) 
three favorites are Eight O’Clock|# In Omaha the leading regular 
(17.5%), Butter-Nut (15.1%) and coffee is Butter-Nut, claiming 
Manor House (1.10%). 53.3% of the market of coffee 
The preferred instant coffee is users. Folger’s is second with 
Borden’s (32.3%). This brand has 38.9%. Third and fourth, respec- 
held first position since 1952, tively, are Hills Bros. and Nob 


which will give comparative list- 
ings for all 19 markets, is due to 
appear next month. 

The two reports now available 
show the usual run of brand 
changes, generally traceable to the 
introduction of a new brand in the 
market. 

Products which have been get- 
ting somewhat unfavorable atten- 
tion in the news lately reflect! 
slight changes, but too irregularly 
to justify any conclusions. 

Cigaret smoking, which has been 
riding a great tidal wave of can- 
cer publicity, dropped off signifi-— 
cantly in Milwaukee, both among 
men and women, but remained 
substantially the same in Omaha. 


a Where 68.3% oof male re- 
spondents in Milwaukee reported 
they smoked in 1953, only 64.2% 
checked in this year. Women 
smokers dropped from 42.9% in 
1953 to 40.9% in 1954. In Omaha, 
on the other hand, male and fe- 
male users dropped off only one-| 
tenth of 1%. 

The most popular brand among. 
Milwaukee males this year, as in 
previous years, is Camel. This 
brand even showed a minute gain | 
in popularity in the past year, 
from 24.9% in 1953 to 25.0% in 
1954. In second place is Chester- 
field (18.3%) and in third Old 
Gold (14.2%). Chesterfield is the 
leading favorite among the ladies, 
getting the vote of 21.6%, com- 
pared with 24.5% in 1953. Pall Mall 
(14.7%) is second and Camel 
(12.0%) third. 

Regular-size is preferred by 
66.3% of the men, compared with 
77% in 1953; 33.7% now prefer 
king-size, while 23% chose it in 
1953. Women are more evenly 
split on size preference, 50.5% | 
choosing regular and 49.5% king-| 
size. In 1953, 66.8% bought regu- 
lar and 33.2% king-size. 


| 
# In Omaha, Camel cigarets are 
preferred by men smokers, getting 


Buffalo’s | 


LARGEST 


newspaper 


The Sunday Courier- 
Express is the State’s lar- 
gest newspaper outside 
of Manhattan. It will 
carry your sales message 
to nearly 70% of the 
442,700 families that 
make up the 
great 
8-county 
Western 
New York 


market. 


COURIER 
EXPRESS 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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This lineup has remained 
the same in Milwaukee since 1950. 
Instant coffee favorite, and with 
no near competitor, 
House, the choice of 60.5% of in- 
stant coffee users. Maxwell House 
completely upset the applecart 
here in 1953 when it leaped to first 
place with 58% 
1952, pushing Nescafe to second 
place with 23.4%, from 46% 
1952. This year, 

third spot (12.2%), giving way to | 28.2% 
a newcomer in the market, Folger, | holding 


which gained 14.5% of this mar-, 


a Milwaukee is called the beer 
capital of the country, and per 
capita consumption is the highest 65.7% preferring the glass con- 
in America. This year, 90% of tainer this year, a gain over 1953's 
the men and 60.9% of the women 64.1%. 
indicated they will be drinking the 
frothy potable. The most popular 
in|brand with both sexes is Blatz, 
in | picked by 27.2% of the men, and 


its longstanding cham- 


pionship in this survey. The next 
popular choices for the men and 
women, in order, are Schlitz, Mil- 
ler and Pabst. Beer in bottles re- 
mains the choice over canned beer, 


e Air conditioners, called “the tv 
of the ’50s” by ADVERTISING AGE 
last week because of their selling 
of the women, thereby potential, showed a gain in use 
in Omaha in 1954 (3.7%) over 


of 


in 1953, with 


1953 (1.9%). Philco remains the Happ, Motyl Join Geyer 
leading brand favorite, chosen by 
17.2%, from 20.9% 
RCA (10.8%) and Mitchell (9.7% ) 
following hot on the cold trail. 
Both the second and third favor- 
ites this year were the choice of 
6.2% in 1953. 

The Milwaukee study shows NO | son of the agency’s media depart- 
figures for brand preference Or) ment has been appointed a media 


for percentage of families using buyer, and Howard B. Rasmussen, 
conditioners in 1953. In 1954, 1.1% 


the families 
owned a conditioner. 


Lewis H. Happ, formerly with 
Lynn Baker Inc., and _ Ernest 
Motyl, previously with Biow Co., 
have joined Geyer Advertising, 
New York, as senior space buyer 
and film production § supervisor, 
'respectively. Edward S. Richard- 


_in addition to handling outdoor ad- 


they | vertising, has been named a space 


buyer. 


Maryland Match Names Katz 


| Maryland Match Co., Baltimore, 
|has appointed Joseph Katz Co., 
| Baltimore, to handle its advertis- 
/ing and publicity. The agency is 
|preparing promotion for a new 
as Self-Rite match kits. 
Grey Appoints Peck A. E. 

| Edgar E. Peck, formerly circula- 
tion promotion manager of Look, 
| has joined Grey Advertising Agen- 
_cy, New York, in the account ex- 
| ecutive division. 


l. takes repeated impact to break down a wall — or 
a sales barrier. 


Big and fast as we’ve grown, you still get more fre- 
quent impact for your dollars in Collier’s than in any 
other magazine in the field. 


On a typical budget of $220,000, for example, you 
can still be in Collier’s with full color pages 13 times 
a year, and deliver more printed advertisements than 
the same money will get you in any other mass 
weekly or biweekly. 


And you save plenty on production costs, too, since 
no expensive color plates are needed in Collier’s. 


What $220,000 Buys 


Total Cost per Page 

No. of 4-color Cost Advertising per Thousand 

Pages per Year of Plates Impressions * of Circ. (ABC) 
COLLIER’S . . 13($216,710). . . None. . . 47,430,630 . . . $4.57 
S.E. Post. . . 91$209,79)... ? ... 40,195,251... $5.22 
7 ($214,200)... ? ... 38,308,060... $5.59 
a 11 ($214,555)... ? ... 40,896,449... $5.25 


*ABC Circulation, Dec. 31, 1953—times no. of insertions 


With 1953’s biggest circulation gain, Collier’s has 
added 125 new advertisers. 


The good word must be getting around. 


The big new 


Collier's 


For Impact and Frequency 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N.Y. 
Publishers of Collier's, The American Magazine, Woman's Home Companion 


| 
| 
| 
| 
| 
| 
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Facts Prove 
that Altoona 
is a Pay-off 
Market for 
Advertisers! 


ALTOONA’S Income 
Distribution a Natural 
for HARD-SELLING 
of Staples and Other 
Products 


Whether you're pushing sales of 


every-day necessities or the higher 
priced durables, income distribu- 
tion in the Altoona Metropolitan 
Area promises you a husky plus. 


In the “up to $4,000” income 
group, there are 66% of the 
area’s consumer spending units, 
with 41.5% of the income. 


In the $2,500 to $7,000 bracket 
—the all-important market for 
plus food buying and house- 
hold items—there are 58.2%. of 
the units, with 64.9% of the 
income. 


And if your product is an auto- 
mobile, television set, refriger- 
ator or washer, Metropolitan 
Altoona presents a “can’t miss” 
sales target—with 34% of the 
spending units in the “$4,000 
and up” group, holding 58.5°; 
of the buying power. 


_No wonder Altoona is a pay-off mar- 


ket for advertisers . .. who consist- 


ently recognize this fact with record 
linage in the Altoona Mirror—car- 


_rying millions more lines than many 


of the country’s big metropolitan 
papers. 


Kltoona 


Metrror. 


Altoona Pennsylvania's Only 
Evening Newspaper 


95.1% Coverage of All Homes 
in the City Zone 
RICHARD E. BEELER, Adv. Mgr. 
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Form Association in Peru 


Seat 


e An association of advertising ‘i a Bey 
agencies comparable to the Amer-|— Leela ROCKET POWER... 
M, PY ican Assn. of Advertising Agencies 550 .se= So 


has been formed in Peru. Its name am inpeatmout in eaer 
is Associacion Peruana de Agen- a EEE SC Sy aes 

cias de Publicidad (APAP). Rob- Rock omnt ange gE 
erto Protzel, manager of the Lima 

office of McCann-Erickson, is the 
group’s first president. 
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ee 
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travel-mate 


AND 5 top brand names .. . Gillette Safety 
Razor... Gillette Blue Blades . . . Williams 
Glider Brushless Shave Cream . . . Ipana 
Tooth Paste... Nylon Tooth Brush... 
All in compact, gleaming brass case 
Travel-Mate is designed to band 
with your product or factory pack 
as a major promotion. Travel- 
Mate is a dream to imprint... 
alternate brands may be 
substituted. 


‘Name Miss Frederick for PR 

Barbara Frederick has been ap- 
pointed head of the newly formed 
promotion and publicity depart- 
ment of Lifetime Living. She will 
operate in a similar capacity for 
‘Christian Herald, its family book- 
shelf department and the Christian 
Herald Charities. 
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TV Station Joins ARF CONSUMER FIRST—Aerojet-General Corp., Azusa, Calif., has this two-color spread 
WBAY-TV, Green Bay, Wis., is scheduled for the April 26 issues of Newsweek and Time as its first consumer ad, 

the first television station to be- explaining its role as a manufacturer of rocket engines. The Los Angeles office of 

come a member of Advertising Re- D‘Arcy Advertising Co. handles the Aerojet-General account. 

search Foundation, New York. In 


Ja C0 336 West 37th Street, New York 18, N.Y. addition, Thomas F. Conroy Inc., has been elected as a subscribing Save- A-Match Offers 


San Antonio, advertising agency, member. 
Discounts on Goods 


in Five Test Cities 
Cowmerciat Arpcat — Press-Scimitar __New York, April 13—A new mer- 


putitin 


'chandising plan designed to (1) 
‘build traffic and sales for retail 
Stores, (2) cut the cost of a pack 
|of cigarets by as much as 10¢, and 
(3) to increase cigaret sales 
|through vending machines, is 
being introduced in five cities by 
|Save-A-Match Co., 285 Madison 
| Ave. 

| The plan is based on “dime- 
|Ssaver” or “nickel-saver” match- 
| books or certificates, dispensed 
| free with a pack of cigarets by 18,- 
/000 vending machines in the five 
|test cities: Boston, Worcester, 
| Providence, St. Louis and Houston. 
| Each of the special matchbooks 
|is worth either 5¢ or 10¢, depend- 
| ing on the city, in trade or services 
‘at local stores on all purchases 
|over $1 and up to 10% of the total 
_purchase value. 

| 

_@ Organizer of Save-A-Match is 
|Larry M. Wurman, wholesale 
tobacco distributor of Reading, Pa. 
Supporting Mr. Wurman’s ex- 
perimental merchandising venture 
is Robert Z. Greene, president of 
the Rowe Corp., automatic mer- 
chandising outfit. 

The special matchbooks are ob- 
itainable only through vending 
|machines, identified by special 
| display signs furnished by Save-A- 
|Match. The signs, as well as the 
|matchbooks, list the retailers: in 
each city who will honor them in 
| trade. 
| “In each of the five cities, 14 to 
16 merchants are participating in 
| the plan,’’ Mr. Wurman said. “The 
goods and services to which the 
/matchbooks can be applied range 
all the way from clothing, radios, 
jewelry, fuel oil and furniture to 
laundry, cleaning and diaper serv- 
ices, beauty treatments and an ex- 
terminating service.” 


- Kellogg. Pillsbury Form 
Sales Sovv ing Machine Canadian Baking Mix Corp. 


| Kellogg Co., Battle Creek, and 
Pillsbury Mills Inc., Minneapolis, 
have formed a corporation for the 


Sales managers and distributors, wholesale and re- Dominant circulation penetration at a voluntary daily a — 


P , — ‘ |Pillsbury consumer baking mixes 
tail, know that in our modern distribution system—to combination rate that is one of the great advertising in Canada through their Canadian 
reap sales . . . you must first sow. values of 1954... Small wonder that more that 90% eae ewig 


George M. Johnston, president of 
of all general advertisers using Memphis newspapers | Kellogg Co. of Canada, is president 


p |}and director of the new company, 
—sow the seeds of sales in both newspapers—and put land R. J. Pinchin, president of 


The presses that print CAPS—are the greatest sales 
sowing machines in the nation’s eleventh wholesale 


market and also in Memphis—its capital city. it in CAPS. | Pillsbury Mills-Canada, is a direc- 
tor. 
, | 
Two Dailies and the South’s Greatest Sunday Newspaper (CKLW Appoints Crouse 


Woodruff B. Crouse, formerly 
|/media space buyer of Campbell- 
| Ewald Co., Detroit, has joined the 
| staff of CKLW, Detroit. Mr. Crouse 
| will handle sales promotion pres- 
|}entations, market and media re- 
|search for the radio outlet and its 
new tv station, which is expected 
|to bow by Aug. 1. 


. P 
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‘Have a Coke’ Means 
Bigger Food Sales, 
Coca-Cola Co. Finds 


New York, April 13—The little 
woman who stops for the “Pause 
That Refreshes” while shopping 
for food will spend more money, 
says Coca-Cola Co. 

The soft drink giant recently 
completed a year-long study of 
nearly 150,000 food transactions in 
25 medium and large food stores 
in 11 areas of the U. S. to unearth 
this main fact. 

As a consequence of its findings, 
the company has worked out some 
new merchandising aids—a motion 
advertising piece to go on beverage 
coolers and a twin-bottle holder 
which fits on shopping carts—to 
help the merchant prod the house- 
wife into spending more money in 
his store. 


m According to Coca-Cola re- 
searchers, the shopper who uses a 
cart spends five times more than 
one who does not, and shoppers 
using carts represent 69% of the 
customers. 

Tagging along behind cart users, 
the researchers also discovered 
that the shopper who stopped and 
refreshed herself spent an average 
of $9.39, as compared with a pur- 
chase of $5.20 by the shopper who 
did not pause. 

To see if the spending of shop- 
pers could be increased by pro- 
moting the idea of shopping re- 
freshed, free Cokes were given 
away for an hour, at different 
hours. About 80% of the customers 
accepted. The  guest-refreshed 
shopper spent an average of $7.64, 
Coca-Cola reports. 

The company plans to extend its 
study to additional food stores 
across the country. 


Room Conditioner Roundup 
by AA Contained Two Errors 

AA’s room air conditioner round- 
up (April 5) contained two errors: 

Ad plans of General Electric 
Co.’s air conditioning division were 
listed, but GE’s room conditioners 
are marketed by its major appli- 
ance division, Louisville; the air 
conditioning division markets com- 
mercial and industrial air condi- 
tioners. GE opens an _ intensive 
room cooler campaign this month 
with full-color spreads and pages 
in Life. Business papers, network 
tv, newspapers and other media 
also will be used. Young & Rubi- 
cam, New York, is the agency for 
room conditioners. 

Julian G. Pollock Co., Philadel- 
phia, was incorrectly listed as the 
agency placing Phileco Corp. air 
conditioner advertising. The ac- 
count is handled by the Philadel- 
phia office of Hutchins Advertis- 
ing Co. 


Swift (Canada) Shifts Agencies 

Swift Canadian Co., Toronto, 
has made several advertising agen- 
cy changes. McConnell-Eastman & 
Co., Toronto, will handle animal 
feeds, farm plant foods and hatch- 
eries, and McCann-Erickson, To- 
ronto, will direct advertising for 
Swift’s premium hams and bacon 
and agricultural research. The re- 
mainder of the company’s products 
are handled by J. Walter Thomp- 
son Co., Toronto. 


‘Town & Country’ Hikes Rate 
Town & Country will raise its 
advertising rates from $1,300 to 
$1,600 for a b&w page, one time, 
effective with the September issue. 
Increased costs in editing, produc- 
tion and printing of the magazine 
necessitated the increase. 


McMaster Joins Ronalds | 

Desmond H. McMaster, formerly | 
copy chief of Stevenson & Scott, | 
Montreal, has joined Ronalds Ad- 
vertising Agency, Montreal, as 
copy chief. 


Electric Companies Group 
Launches Biggest Campaign 

The Electric Companies’ Adver- 
tising Program, New York, has 
launched the biggest campaign in 
its history, using the theme that 
private electric companies can and 
will supply power wherever it is 
needed. The group sponsors “You 
Are There” over CBS-TV every 
other week and has scheduled ads 
in 13 consumer and trade maga- 
zines through N. W. Ayer & Son. 

Consumer publications to be 
used are American Magazine, Cap- 
per’s Farmer, Collier’s, Farm Jour- 
nal, Look, The Saturday Evening 
Post, Successful Farming, Path- 
finder-The Town Journal, and U.S. 
News & World Report. 
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| 
Calkins Drops Account | 
Calkins & Holden, Carlock, Mc- | 


Clinton & Smith, Chicago, has re-| 


Radion Corp., Chicago manufac- 
turer of tv antenna and electric 
products. A new agency has not 
been named. 
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ing water is the PURCHASING POWER ce 
the rich KOA-TV market 


Look at these facts: 


Colorado Feture! 


»2: On KOA-TYV 


More spectacular than Colorado's picturesque fish- 
ntered in 


KOA-TV MARKET DATA 
AREA: ame By om | 
i | Sus, 
SE Sittin 268,500 
tt ne. oe 209,306 (Mar. 1, ‘S4) 
Retell Shes. aeccscscsssssssecsensse $1,164,798,000 } Ov 51 
Spendoble Income.................. $1,364,367,000 
Retail Sales Per Househol..............c.ccccccccceeseeeneeeee $4,338 


Put yourself right in the middle of 
this big, rich Colorado Picture with 
KOA-.TV...Denver’s Choice Channel 4. 


NBC in DENVER CALL PETRY 


signed as advertising counselor to 


Look over these figures in 
terms of sales possibilities 
—for what you have to sell 
in the Detroit Market:— 


397,488 Detroit Times 
Boys and Girls to 14 years. 


220,827 Detroit Times 
Young Folks—15 to 24 years. 


853,864 Detroit Times 
Men and Women—25 years 
or over. 


You can’t sell them unless 
you tell them—with adver- 
tising in their favorite news- 
paper—The Detroit Times 
—daily and Sunday. 


No Matter 
How Much Money 


You Spend— 


No Matter 
How Much “Color” 


You use— 


—you can't cover 

The Detroit Times 
“HALF’ 

of the Detroit Market 
without advertising 
in 


The Detroit Times. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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WDEF-TV Affiliates with NBC 

WDEF-TV, Chattanooga, Tenn., 
has affiliated with the National 
Broadcasting Co. network. The 
station will go on the air with 
interconnected network _ service 
about May 1. 


Beeman Heads Pioneer 

Arthur S. Beeman, exec. v.p., 
has been elected president of Pio- 
neer Publishing Co., Chicago, suc- 
ceeding Telfer MacArthur, who 


has retired after 25 years of serv- 


ice. 
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3°? in TOTAL DRUG SALES 


Among the 11 Standard Metropolitan Areas of lowa-lllinois 


Sell Your Drug Product Profitably with 
WHBF - CBS FOR THE QUAD-CITIES 


as. WHBF 
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Represented by Avery- -Knodel, Inc. 
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Spread in ‘Life’ 
Will Launch Toro’s 


Drive for Mowers 


MINNEAPOLIS, April 16—Toro 
Mfg. Corp., top dog in the power 
mower industry with 1953 gross 
sales of $10,700,000, will spark its 
spring advertising campaign with 
a four-color spread in Life April 
26. Toro expects an additional har- 
vest of $1,000,000 this year. 

The ad will feature the Whirl- 
wind 18, a rotary-type unit dub- 
bed “America’s most useful home 


| power mower,” competing in the 
|lower-price field at $89.95, com- 


plete with leaf mulcher. Distribu- 


| tors will tie in with the Life spread 
| through co-op newspaper ads. 


Two-color page ads April and 
May in consumer, shelter and trade 
magazines in the U.S. and Canada 
will feature not only the rotary 
Whirlwind 18 and the hand- or 
power-propelled Whirlwind 20 


| ($129.95 and $219.95) but also the 
-reel-type Sportlawn 18 ($114.95), 


area... 
Mr. 


Barton continues, 


ules in the Tacoma News 
Seattle newspapers.” 


COVERED BY 


TACOMA ° 
TRADING AREA 


- NEWS TRIBUNE ONLY | 


.o + says L. W, Barton. Branch Manager 


Nocthwest Division, H, J. HEINZ CO. 


— 


COVERED BY 
SEATTLE NEWSPAPERS 


ONLY 
Sec 


THE 


“The Seattle trading area is separate and distinct 
from the Tacoma trading area. They join, but do 
not overlap. As for newspaper advertising, we’ve 
found that Seattle papers do not cover the Tacoma 


. so Tacoma lecal promotions are a must.” 


“Because the Tacoma 
trading area is so very important to us, I always 
recommend the same size ads and the same sched- 
Tribune as we have in the 
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MOWER DRIVE—Two-color pages like this 
are scheduled for sight consumer maga- 
zines to promote Toro Mfg. Corp.'s Whirl- 
wind, Sportlawn and Starlawn power mow- 
ers. The campaign started with a full-color 
spread in Life. Batten, Barton, Durstine & 
Osborn, Minneapolis, is the agency for Toro. 
Sportlawn 21 ($139.95) and the 
Starlawn 27, which can mow up to 
five acres daily. The Starlawn costs 
$307 with roller wheel, $323 with 
caster wheel. 


® These ads will run in American 
Home, Better Homes & Gardens, 
House & Garden, House Beautiful, 
Progressive Farmer, The Saturday 
Evening Post, Successful Farming 
and Sunset Magazine. In Canada, 
special versions of the ad will run 
in Maclean’s and Weekend Maga- 
zine. 
| The Sunset ad has a facing page 
listing West Coast dealers, 200 each 
in the California edition which 
covers Southern California, Ari- 
zona and Hawaii, the Central edi- 
‘tion for Northern California and 
the Northwest edition covering 
Washington, Oregon and Idaho. 
Toro’s spring advertising budget 
is $270,000, which includes $195,- 
'000 for ad production and space 
and $75,000 for merchandising and 
‘sales promotion. Batten, Barton, 
| Durstine & Osborn, Minneapolis, is 
the agency. 


|@ One promotion piece is a grass 
|mat display kit to 2,000 volume 
'dealers—Toro has 8,000 dealers, 
all told. With it goes a card which 


|tors and their dealer salesmen, is 
a spring follow-up to winter sell- 
ing. It has tips on power mowers 
jand garden supplies, 
on how to display and sell the Toro 
|line. Other promotional pieces in- 
clude four-color catalog sheets, il- 
luminated signs and clocks for 
dealers, counter ads and window 
| streamers. 


'NBP Names 2 Committees 


| Washington, has named two new 


Advertising Age, April 19, 1954 


particularly 


National Business Publications, 


committees. The committee on 
agency recognition is composed of 
P. M. Fahrendorf, v.p., Chilton Co., 
chairman; R. C. Jaenke, exec. v.p., 
Penton Publishing Co., vice-chair- 
man; and James I. Ballard, presi- 
dent, King Publications; Lucian 
Neff, advertising director, Adver- 
tising Agency; Kingsley L. Rice, 
president, Technical Publishing 
Co.; Marvin Levin, publisher, 
Southern States Beverage Jour- 
nal Inc.; and George C. Stewart, 
president, Reports Corp. 

The committee on costs and ac- 
counting is headed by Rufus 
Choate, president, Scott-Choate 
Publishing Co. Vice-chairman is 
Raymond Coombes, v.p., Mechani- 
zation Inc. Other members are 
Arthur L. Rice Jr., treasurer, 
Technical Publishing Co.; James 
S. Mulholland, v.p., Hayden Pub- 
lishing Co.; James H. Moore Jr., 
president, Moore Publishing Co.; 
D. Murray Franklin, publisher, 
Garden Supply Merchandiser; and 
William H. Vallar, treasurer, Chil- 
ton Co. 


Appoints Ridder-Johns Rep 

The Journal of Commerce, New 
York, has named Ridder-Johns to 
handle its West Coast representa- 
tion. 


PERSONALIZED GOLF BALLS 


Each ball imprinted with your name for positive 
identification... no ‘‘lost’’ balls on the fairway. 
Numbered in sets of 3. . . from 1 to 4 for 
foursome play. 

@ UNCONDITIONAL GUARANTEE 

AGAINST CUTTING. If at any 6 00 
time a ball is cut. . . no $ * 
matter how . . . return it to us} BOX OF 12 
for FREE replacement! POSTPAID 
@ FIRST QUALITY. Liquid center] DEAL GIFT! 
of pure rubber. . . fully vulcan-] Order Several 
ized Balata cover. . . 2 coats of] Boxes Today! 
finest enamel. 


,unfolds to standard newspaper 
| size and fits on the handle mower, | 
telling how to trim, mow and cut. 
| Another newspaper-size mailing | 
|piece, sent to Toro’s 77 distribu- | 


Print plainly name desired on balls 
Limit: 17 letters 
NO C.0.D. Send check or money order to 


JERICHO SALES CO. 
Dept. A-4, New Hope, Pa. 


REPRODUCTIONS 
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KRODACHROME 
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NEWS-TRIBUNE CONSISTENTLY 
IN THE “FIRST FIFTY’ LIST 


Advertisers recognize the impact of the 
Tacoma News Tribune, according to the line- 
age reports of MEDIA RECORDS. Through- 
out 1953, the Tribune ranked high among 
Canadian and United States evening news- 
papers. It is one of 7 evening newspapers 
on the Pacific Coast, and one of two in 
the Pacific Northwest which appear con- 
sistenily in the “First Fifty” list. Get complete 
story from Sawyer, Ferguson, Walker Co. 


ITSELF * 


; AL S| Bahniques 
\F  retalfrthe natural charm 

“ang ‘realism of this 
difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 
the transparency. 


7) Z 
C HY VOUCHS, Sue. 
Beautiful Color Work e Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Truckers Promise | 


Cheaper Rates for | 
Short Mail Hauls | 


WASHINGTON, April 15—The 
trucking industry opened a drive 
for a bigger share of the mail 
transportation business today, 
promising that service would be 
improved and_ postal deficits 
trimmed if the Post Office Depart- 
ment switched its short haul bus- 
iness from the rails to the high- 
way. 

A 48-page report, “Faster Mails 
for Less Money,” indicates that 
savings of $85,000,000 a year could 
be made if truck routes are es- 
tablished to handle mail for dis- 
tances of up to 300 miles. 

The report says mail would 
move faster because the truck 
service could be geared to the 
needs of the Post Office, instead 
of the convenience of railroads 
and railroad passengers. 

The report was issued by a spe- 
cial labor-management group 
known as the Independent Advi- 
sory Committee to the Trucking 
Industry. The directors of the 
committee are Dave Beck, presi- 
dent of the Teamsters Union 
(AFL); B. M. Seymour, chairman, 
president of Associate Transport 
Inc.; Roy Fruehauf, president of 
Fruehauf Trailer Co., and Walter 
F. Carey, chairman of the board, | 
American Trucking Associations. | 

| 
a The printed report was, how-| 
ever, only a portion of the case 
developed by the truckers. It 
skimmed the data accumulated in 
a massive survey of postal trans-_| 
portation completed for the com- 
mittee by John M. Redding, for- 
mer Assistant Postmaster General 
for transportation and originator, 
in 1950, of the Post Office Depart- | 
ment’s initial mail-by-truck plan. 

Shortly after the report was is- 
sued this morning, Sen. Styles. 
Bridges (R., N. H.), chairman of 
the Senate appropriations commit- 
tee, said he intends to make an 
immediate investigation of the 
savings that could be achieved 
through increased use of trucks 
for postal purposes. 

The trucking industry commit- 
tee said the use of trucks for 
short-haul mail movements is only, 
one facet of an over-all transpor- | 
tation program for fast, economi- 
cal mail service. 

The committee said airplanes 
should be used for non-local mail 
“whenever this would advance de- 
livery” and that the Post Office 
should use “the best suited meth- 
ods of transportation for each spe- 
cific mail carrying job.” 


s Truck routes established in 1951 
and 1952 carried for $9,440,000 
mail that would have cost $15,- 
368,000 by rail, the report said. 
The report cited examples of sav- 
ings in time and money achieved 
through the introduction of trucks 
on specific “bottleneck” routes. It 
complained, however, that trucks 
are still being used chiefly as a 
supplement or substitute for rail 
service, and that the introduction 
of truck routes has actually slowed 
up. 

Since special legislation is re- 
quired to give the Post Office au- 
thority to turn to trucks, Mr. Beck 
pointed out that “the problem is 
partly up to Congress, but pri- 
marily up to the Post Office. | 

“If the Post Office does not ap- | 
ply these obvious economies it} 
will place unjustifiable obstacles | 
of lost time and money against | 
American industry and commun-)| 
ities.” 

He said the mail-by-truck pro- | 
gram is of special importance to| 
the publishing business “because | 
trucks, being able to make flexible | 
schedules and town-by-town stops 
at minimum cost, can move second 
class matter economically and 
fast.” 


New Plastic to Gregory | 

Willard G. Gregory & Co., Los, 
Angeles, has been appointed to. 
handle advertising for New Plastic. 
Corp., Los Angeles manufacturer | 
of plastic wall tile and hammers, 
hammer tips, and rivet gun adapt- | 
ers. Trade publications, direct 
mail and tv will be used. 


Hotpoint Gives Jackpot Prize 

Hotpoint Co., Chicago, is adding 
to its advertising program with 
participation in a new quiz show, 
“On Your Account,” to be telecast 
on 127 NBC tv stations. Hotpoint 
will give away one combination 
refrigerator-freezer each week as 
top jackpot prize. 


WITV Affiliates with NBC 
WTTV, Bloomington, Ind., will 

become the primary NBC-TV af-| 

filiate for the Bloomington-Indi- | 


anapolis-Terre Haute area effec- || 
tive July 1. This station recently |{ 
moved from Channel 10 to Chan- |! 


nel 4, 


MOVE YOUR DISPLAY 
THIS EASIER, SAFER 
WAY.. e Via 
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ye: —_, 
oud OVEN CO-_ e. 


Door-to-Door Padded Van 


. 

Service i Delicate animated exhibits, your 
product itself, and everything between, travel safely 
in North American padded vans . . . with little or no 
crating. The only departmentalized display moving serv- 
ice, staffed by full-time experts. Quicker, surer, cheaper! 
HELPFUL NEW BROCHURE on dis- “i 
play moving free. Phone local NAVL agent | 

(listed under “Movers”) or write Nortu ¥ | 


AmERICAN Van Lines, Dept. AA454, Fort 
Wayne, Ind. 


ig 
gop 


HERE IS A 


TYPICAL EXAMPLE OF 


HOW 


ELECTRONIC EQUIPMENT 


HELPS SELL 
YOUR PRODUCTS 


average 

sales leads 
product per item 
COMMUNICATIONS 

EE 0 0G news h dado oo.6.3 93.4 
COMPUTING 

EQUIPMENT ......... 108.3 
COMPONENTS, PRIMARY 

RSS ee 110.2 
COMPONENTS, SECONDARY 

IE ore 105.9 
COMPONENTS, ASSOCIATED 

CE Sib adele’ 446 + 4 78.5 
CONTROL EQUIPMENT .... 96.8 
MOTORS, GENERATORS & 

MOTOR GENERATOR SETS . 148.2 
PACKAGED CIRCUITS .......... 225.1 
POWER SUPPLIES ........... 45.8 
SHOP & FABRICATING 

TOOLS & MACHINERY ..... 76.3 
SUNDRY MATERIALS .......... 93.9 
TEST & MEASURING 

6 cd contre oidumone 70.7 
DEES REA h athe kh an v4 es 127.3 


Based on SALES LEADS from adver- 
tising and editorial items in a recent 


issue of ELECTRONIC EQUIPMENT. 


INQUIRY QUALITY CONTROL sys. 
tem delivered over 100,000 active sales 
leads: from advertising and editorial 
items during the last half of 1953. 


CIRCULATION 


30,436 


Key engineering, technical and management 
personnel in these four major markets: 


Industrial 11,195 Manufacturing 11,731 
yin a “ies diutaie Nididae 
Laboratories 4,413 Communications 3,097 


engineering development 
& research 


commercial, gov't. & 
radio & television 


ARC ESTE TES NI FINNIE TITAN AS OTE ETN TE TE DE LACAN 


AND 


1. OCCUPATIONAL FUNCTIONS: Engineering & technical 
personnel 90.33°; Management 8.56%; other 1.11%. 


BPA VERIFIED CIRCULATION addressed to individuals 
by name and title, and company name. 


3. EDITORIAL CONTENT: Features articles on the applica- 
tion of electronic equipment in industrial plants. Each story 
is concerned either with design, application or maintenance 
of industrial electronic products of all types. Numerous 
pictures and drawings are used for greater reader interest. 
A New Products Section reports the latest developments of 
electronic products. Manufacturers’ new bulletins and tech- 
nical book reviews are also presented. 


Published by 


SUTTON PUBLISHING COMPANY, INC. 


ALSO PUBLISHERS OF 


no 


METAL-WORKING © CONTRACTORS’ ELECTRICAL EQUIPMENT ¢ ELECTRICAL EQUIPMENT 


172 SOUTH BROADWAY WHITE PLAINS, N. Y. 
WHITE PLAINS 9-8500 
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Along the Media Path 


station of the Intermountain Net-, 
work, staged a Hi-Fi exposition 


ence of 4,000. KALL set up an 
Audiometer, and gave “golden ear” 
cards to those who could hear 
sounds up to 12,000 cycles per sec- 
ond. 


e The Cleveland Plain Dealer and 
News will sponsor a “do-it-your- 
self” show at the Cleveland Arena, 
May 8-16. “Do-it-yourself” will 
also get a boost in Iowa Oct. 23-31 
when the Des Moines Register & 
Tribune sponsors a show at the 
Iowa State Fair Grounds. 


e The 22nd of the series, “Phila- 
delphia Automotive Facts,” has 
been published by the Philadelphia 
Inquirer. The study includes new 
car sales, breakdown by sales, 
geographical divisions, compari- 
sons with previous years, registra- 
tions and relevant census data. 


e The Houston Chronicle has 
adopted a new, larger news column 
type—9-point Corona on a 10-point 
base. It previously used 7%%-point 
Excelsior on an 8-point slug. 


e Domestic Engineering Publica- 
tions, Chicago, has issued a new 
periodical for the plumbing, heat- 
ing, air conditioning and appliance 
industry, “Domestic Engineering 
Wholesaler Bulletin.” Over-all for- 
mat is 9 5/8x1214”. 


e In May, Look, in cooperation 
with the Inter-Industry Highway 
Safety Committee and the National 
Safety Council, will conduct an 
automotive safety-check promotion 
in 25 cities. All participating cities 
will be supplied with an “Opera- 
tion Plan” kit containing complete 
instructions on how to stage the 
program. An article will appear 
in the May 4 issue of Look de- 
scribing the operation and listing 
the 25 cities which will tie in with 
the promotion. 


tie in with the promotion will be 
supplied with point of sale posters. 


e The Evening Telegram, Supe- 
rior, Wis., is sending agencies and 
clients a promotion piece with a 
trout fly attached. The promotion 


_ MAKE YOUR 
ae 


re eye-catching, 
customer- stopping 
brilliance of 
DAY-GLO® Daylight 
Fluorescent Colors— 
the Brightest Colors 
in the World—make 
all your advertising 


mean more business 
for you! Ask us about 
the 8 wonderful 
ways to use them. 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. * Cleveland 3,Ohio 


IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec 


Look automotive advertisers who | _ 


e KALL, Salt Lake City, flagship piece boosts both the newspaper 


and the fishing in Brule River 
‘country. 


March 29-30. Ten exhibitors dis 
played their equipment to an audi- | 


e Vision is sponsoring a series of 
‘luncheons for business men in 
Chicago and New York at which 
‘leading Latin Americans will give 
the Americans first-hand reports 
on their neighbors to the south. 
The first luncheon, held March 24 
in Chicago, featured Fernando 
Berckemeyer, ambassador to the 
U. S. from Peru. 


e A 25% increase in food sales 


|and a decrease of 13% in the num- 
ber of food outlets is shown in the 
1954 edition of the grocery route 
list released by the Newark News. 
In the three years since publication 
of the last edition, food sales in 


|from $446,646,000 to $557,793,000, 
|while the number of retail stores 
has decreased from 4,468 to 3,871. 


dustry & Welding, 
Welding Quarterly, Occupational 


ing, Applied Hydraulics and 
Commercial Refrigeration & Air 


new service called Action Audit. 
‘Inquiries received by the maga- 
zines will be transferred to Rem- 
ington Rand cards in order and 
labeled with the number of 
“actions” to show the flow of read- 
ership traffic through the book. 


_e@ Sawyer-Ferguson-Walker has 
/made a study of the amount of 
editorial space devoted to food 
news in general, and baking news 
specifically, in 36 newspapers. Ac- 
cording to the representative’s 
projections, U. S. newspapers pub- 
lish 100,000,000 lines of food 


e Industrial Publishing Co., Cleve-| 
land (Flow, Flow Quarterly, In-| 
Industry & 


Conditioning) , has introduced a) 


editorial annually and 15,000,000. 


| 
| 
| 


Hazards, Precision Metal Mold-| 


the News coverage area have risen’ lines on baking products alone. It)sue added a feature devoted to 
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ONLY THE MODERNEST—This architect’s sketch gives some idea of what the new 
building of WSBT and WSBT-TV, operated by the South Bend Tribune, will look 
like when it opens about September, 1955. Construction will begin next September. 


estimates that, at an ad rate of 
25¢ per line average, newspapers 
are donating the equivalent of 
$3,750,000 in editorial space to 
baking annually. 


e In May, the Pittsburgh Sun-Tel- 
egraph starts operating its new 
production plant, which is an an- 
nex to its present plant. It has a 
completely new mechanized mail- 
room, new stereotype department, 
pressroom and reel room, and a 
new truck delivery loading dock. 


e Farm & Ranch with its April is- 


cotton, “Cottoncast,” a typewriter- 
style news page. 


e The Broadcast Advertising Bu- 
reau has released a report, “The 
Cumulative Audience of 20 Radio 
Spots in 36 Hours,” on a survey 
conducted by A. C. Nielsen Co. 
The survey found that nearly half 
the families in a “mature” tv mar- 
ket are reached an average of 
three and one-half times each in 
just 36 hours through a schedule of 
only 20 radio announcements. 


e Street and road maps of the ten 


principal furniture manufacturing 


on 


ag) 
Coy 


~ ee Poe 


All circulation directors know that newsstand sales are profitable sales 
because here readers pay voluntarily the full cover price of the magazine 
they select to read. 


There are, as you know, approximately 500 titles to select from on the 
newsstands. That is why newsstand sales have always been used as a 
yardstick to measure the editorial vitality of a magazine. 


During the last six months of 1953, the IDEAL 
WOMEN'S GROUP with a circulation guarantee of 
1,500,000 delivered a voluntary circulation bonus of 
over 100,000 at the premium price of 25c per copy. 


IDEAL WOMEN’S GROUP has a uniform cover price of 25c a copy... 
never less. Even those who subscribe pay 25c a copy. There are no short 
term or special subscription bargains. The bargain is for you, the 
advertiser. 


All of the 1,500,000 plus copies sold each month are voluntary, spon- 
taneous cash sales . . . made because 1,500,000 plus women have the 
money and spend it for the magazine they want . . . even at the premium 
price of 25c. 


Magazine publishing and magazine advertising are sound only when 
reader AND advertiser pay their proportionate shares. You can’t cheapen 
a magazine to the reader without putting an added load on the advertiser. 
The craze for huge circulations, regardless, means that the advertiser 
gives the party. : 


If you are selling toiletries, apparel, movies, foods, confectionery, bev- 
erages, cigarettes, proprietaries or any product readily bought by young 
women with an open mind, an open purse and many years of buying 
expectancy, you can make an extra profit on your sales to the Ideal audi- 
ence. That’s why we say with so much sound common sense . . . 
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centers of the nation, with local| with 63 pages of advertising, is the | first five months of this year is up 
factories pinpointed on each map largest in the publication’s history. 8.7% over the same period last 
are featured in the first annual di-| Coronet advertising pages for year, which set a record. 
rectory issue of Home Furnishings, | the first two issues of 1954 are up. 
a Haire publication. 45% over January-February, 1953. | German Firm Plans Export 
First quarter advertising reve-| wax Braun Co. of Germany 
nue for Better Living registered an | plans to export more than $1,000,- 
alltime high this year, with an 999 worth of electrical goods to 
8.2% increase over the first quar- the U. S. this year through Duffco 
ter of 1953 and 66.2% over the International Corp. Ronson Art 
same period in 1952. Metal Works Inc. has signed a 
WOV, New York, had more ad- $15,900,000 agreement to sell the 
vertisers during the fall and winter prayn electric razor in the U. S. 
season of 1953-54 than ever before ynder the Ronson brand (AA 
in its 28-year broadcast history. _ yfarch 8). \ 
Chicago, with a press run of | 
30,000 copies for each of its first! 
two issues, reports newsstand sales. Y&R Appoints Don Calder F 
of 13,000 copies for the first issue, _ Don L. Calder, formerly with 
15,000 for the second. National dis-| ay Rg a bane Mipiosass 
tribution i ’ 
a 5 Ah arse as Street & executive in the Toronto office of | 


Smith’s Air Trails Hobbies for Young & Rubicam. 


e A six-day public service safety 
campaign is being undertaken for 
Memorial Day weekend by WCBS, 
New York. 


e Aina Haina News, Honolulu. a 
monthly publication, was floored— 
but pleasantly—by the reaction of 
one advertiser to its recent edito- 
rials outlining its need for more 
revenue to continue publication. 
Coca-Cola Bottling Co. of Hono-| 
lulu wrote in mentioning the edito- 
rial and saying of the newspaper, 
“We should like to see it continued 
and therefore suggest that you 
start billing us with your next is- 
sue at double the inch rate that we Yours Mon deeed wih 4% ° 
ar ing. F | i pages 
bly porn os tek ce po of advertising, a 21% increase over KCRI-TV to Venard, Rintoul “What's My Line” tv show and insertions 
the Aina Haina News going.” the same month last year. | The new firm of Venard, Rin- j, Charm, First Three Markets Group, 
Maclean’s 124-page April 15 is- toul & McConnell has been named Gigmour, Life, Look, Mademoiselle, Mc- 
@ Department of New Laurels: sue is the largest in the publica- | to represent KCRI-TV, Cedar Rap- Call's, Parade, Seventeen, This Week Maga- 
Flower Grower’s May issue, | tion’s history. Ad linage for the ids. | zine and Woman’s Home Companion. 


STOPETTE CREAM—Dr. 


Jules Montenier, 
maker of Stopette Spray Deodorant, is now 


introducing Stopette Cream through its 


PERSONAL 


epee! ~<a 


Ideal Women's Group 


b VJ star parade 


ass mere 


e# 


the original 


all quarter group, 
charges its 
readers MORE 
per copy and 
its advertisers 

LESS per thousand. 


Ideal Publishing Corp. 


295 Madison Avenue, New York 17 
MUrray Hill 3-8191 


Mills Building, San Francisco 4 
GArfield 1-7950 


360 N. Michigan Avenue, Chicago 1 


2978 Wilshire Blvd., Los Angeles 5 
STate 2-5582 


DUnkirk 8-4151 


profitable sales 


American Tobacco 
Net Up; Hahn Gives 
Filter-Tip Views 


New YorK, April 13—March 
sales of American Tobacco Co. are 
estimated to have been substan- 
tially higher this year than in 1953, 
both in dollars and in unit volume, 
Paul M. Hahn, president, told the 
annual stockholders meeting yes- 
terday in Flemington, N. J. Dol- 
lar sales for the first quarter, he 
said, are expected to come close to 
those for the same period of ’53, 
while net profits will be substan- 
tially higher than a year ago. 

In answer to a_ stockholder’s 
question about filter-tip cigarets, 
Mr. Hahn said: 

“For a filter-tip to give the 
consumer what it premises it must 
do two things: Filter the smoke ef- 
fectively, and do it without sacri- 
fice of taste and flavor. 

“We are actively engaged in 
working on the development of a 
filter-tip that will give a real 
service to people who would like 
to smoke a filter-tip cigaret. That 
is the only kind of filter-tip ciga- 
ret that American Tobacco Co. 
will put on the market.” 


Mail Service Names Lloyd 

Max T. Lloyd, director of public 
relations of National Savings & 
Loan League, Washington, has 
been named executive secretary of 
the Mail Advertising Service Assn. 
International, Detroit. He succeeds 
Jeannette Robinson, who is re- 
tiring. 


Interested in 


PREMIUM | 
MERCHANDISING? _ 


premiums for dealers, 
consumers, customers? 


incentives? ” 
.. . prizes for extra efforts? 
ee —— and goodwill 


you answer yes to” 
any of the above — 
questions then you” 


21st annual : 
NATIONAL — 
PREMIUM | 
BUYERS © 
EXPOSITION © 
MAY 3-6, 1954 
CHICAGO 


THE CONRAD HILTON 


*& Premium buyers please 
write In advance on your company 
letterhead for admittance credentials to 


A. B. COFFMAN ASSOCIATES 
EXPOSITION MANAGERS 


111 WEST JACKSON BOULEVARD 
CHICAGO 4, ILLINOIS 
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Brewers Heed Federal Warning, Start] 
Counting Their Calories Out Loud 


(Continued from Page 1) 
that the copy switch was made to 
conform to ATTD requirements. 

Piel Bros. does not plan _ to 
change its current ad copy, which 
stresses its product to be as “dry 
as a beer can be,”’ because it has 
NFS” (less non-fermented 
sugar). 


“less 


,our view, these claims imply a 
low or negligible caloric content 
since most people associate sugar 
and starch with food items having 
definitely fattening properties.” 

|# Liebmann Breweries has no cal- 
‘ory ads planned for its Rheingold 
'beer. Whether it will use such 


| copy in the future remains to be 


® Reports have been circulating seen, William L. Dye, advertising 
here that the ATTD planned to |manager, said. He declined to com- 
crack down on Piel Bros. Cornelius |ment on the Avis letter or whether 
Braren, Piel advertising manager, |counting calories is likely to in- 


rector of merchandising and sales promo- 
| tion of Ward Wheelock Co., Philadelphia, 


| 
MAHLON G. REMINGTON, formerly di- 


told AA that he had heard the 
stories but that the company had 
heard nothing of the kind from 
Washington. 


The Piel case was turned over | 


to the Federal Trade Commission 
more than a year ago, George W. 
Davidson, v.p. of Piel Bros., had 
told AA (AA, March 29). He in- 
sisted that the brewery’s ads have 
never claimed that Piel beer is not 
fattening or contains less calories. 
All they have ever claimed, he 
said, is that Piel beer has less non- 
fermented sugar than other beers. 

Dwight E. Avis, ATTD director, 
in his recent letter to the U.S. 
Brewers Foundation, pointed out 
that the division objected to sugar 
and starch-free references in malt 
beverage advertising because “in 


|has been appointed v.p. and account ex- 


lecutive of Lewis & Gilman, Philadelphia. 
Jacob Ruppert has no plans to. 


|change its advertising and had no | 

‘comment on calories. -MERWYN L. McCABE 

F. & M. Schaefer Brewing Co.,| SAN Francisco, April 13—Mer- 
which recently launched an attack |wyn L. McCabe, 56, sales man- 
on calory counting with a cartoon- ager for KFRC, Don Lee owned 
and-doggerel sketch, told AA that and operated station, was killed in- 
emphasis on calories in beer ad- | stantly April 8 in an automobile 
vertising is a mistake. There is lit- | accident. 

tle difference between the caloric, Mr. McCabe had been with the 
content of different brands of beer, | Station since 1934 and sales man- 
a company spokesman said, but |ager for the past 10 years. He was 


| crease beer sales. 


there is a difference in flavor. That a member of the San Francisco 
lis Schaefer’s ad theme and it in- Advertising Club, Press Club, 


‘tends to stick with it. 
“We sell real beer for peoples’ 
;enjoyment,” the spokesman said. 
| “Beer is not a medical or a dietary 
product. It’s made for flavor and is 
|meant to be enjoyed.” 


Pitchmen Are Better Now, Hymnal-Reading 
Dean Asserts at Peabody Award Ceremony 


(Continued from Page 3) 
the Night Visitors.” 


e Television Entertainment: A 


double award went to Television | 


Playhouse (NBC-TV), presented 
alternately by Philco and Good- 
year, and Imogene Coca, co-star of 
“Show of Shows” (NBC-TV). 


e Television Education: A double 


NCAA Schools Okay 
Limited Telecasts 


of Football Games 


Kansas City, April 15--Member 
schools of the National Collegiate 
Athletic Assn. today halted the 
Big Ten Conference’s drive to 
change the setup on the televising 
of football games by voting 184 
to 26 to continue the telecasting of 
gridiron contests on basically the 
same policy followed in 1953. 

The Big Ten had urged a region- 
al tv plan that would have permit- 
ted each major team to appear 
twice on television—once while at 
home and once away. The confer- 
ence asked its members to vote 
against the NCAA program. 

The NCAA plan (AA, April 5) 
permits major college teams to 
appear only once on tv. The main 
change between this year’s pro- 
gram and last year’s is that there 
is no provision for the telecasting 
of sellout games which were ap- 
proved for tv last year. 


@ It had been rumored that the 
Big Ten might bolt the NCAA, 
line up its own sponsor and go 
ahead with its regional tv plan. 
But Big Ten Commissioner Tug 
Wilson. said the NCAA rejection 
“was anticipated and we'll un- 
doubtedly have to go along.” 

Nevertheless, Mr. Wilson said 
the tv controversy with the NCAA 
will be considered at a Big Ten 
meeting in Chicago, April 25-27. 

Television networks and spon- 
sors interested in football telecast- 
ing have been invited to meet with 
the NCAA tv committee in New 
York on April 21-23 to submit pro- 
posals for telecasting the series. 

General Motors Corp. sponsored 
the football contests last year. 


award to “Cavalcade of Books” 
KNXT (CBS), Los Angeles, and 
“Camera Three,” WCBS-TV, New 
York. 


e Television Youth and Children’s 
Programs: “Mr. Wizard” (NBC). 


e Promotion of International Un- 
derstanding Through Television: 
British Broadcasting Corp. for its 
coverage of the coronation. 


e Public Service by a Regional 
Radio-TV Station: WSB (AM, FM, 
TV), Atlanta, for “Removing the 
Rust from Radio,” a series de- 
signed to remind the public that 
radio had not lost its lustre when 
properly handled, “You and Your 
Health” and other public service 
projects. 


e Public Service by a Local Radio 
Station: WBAW, Barnwell, S. C., 
for “Church of Your Choice,” in 
which the ministers and news 
commentators collaborated in a 
program relating the church more 
closely to the community life. 


e Special Award: Edward R. Mur- 
row (CBS) as a “fair-minded 
fighter for justice, with the cour- 
age that has compelled him again 
to take on assignments ‘above and 
beyond the call of duty.’” 


American Oil Co. “for having the 
good sense to be his sponsors.” 

This is the fourth Peabody 
award for Mr. Murrow. 


Three Join Dancer-Fitzgerald 

Dancer-Fitzgerald-Sample, New 
York, has added three to its New 
York staff. Fred Mitchell, former- 
ly with Foote, Cone & Belding, has 
joined as v.p. and account execu- 
tive. William N. Huse, with Al- 
bers Milling Co. since 1946, joins 
in the same capacity, effective 
May 1. William Brooks, formerly 
with Kenyon & Eckhardt, has 
joined the agency as an assistant 
account executive. 


Penton Promotes Lawson 

Penton Publishing Co., Cleve- 
‘land, has promoted Edward S. 
Lawson from the business staff of 
Machine Design to business man- 
ager of Automation, new publica- 
tion in the field of automatic con- 
trol. 


The awards committee saluted | 
Aluminum Co. of America and_/| 


|'Union League Club and the San 
|Francisco Executives Assn. 


HAZEN P. SPINNEY 


BRONXVILLE, N. Y., April 13— 
Hazen Pingree Spinney, 55, an ad- 
vertising executive of Baby Talk, 
died April 9 after a long illness. 

Born and educated in New 
England, Mr. Spinney started his 
career aS a space representative 
for the Chilton and Conde Nast 
publications. Later he joined Bet- 
ter Homes & Gardens and The 
American Weekly as a space rep- 
resentative in New York. He spent 
a brief period as sales representa- 
tive of Parade before joining Baby 
Talk in 1950. 

A veteran of World War I, Mr. 
Spinney was an executive on the 
sales staff of the American Legion 
Magazine during World War II and 
several years following and was a 
member of the Advertising Men’s 
Post of the American Legion, New 
York. 


DR. HERBERT J. DAY 


Sroux FAatts, S. D., April 13— 
Dr. Herbert J. Day, 64, president 
of Argus-Leader Publishing Co., 
died April 9 of a heart attack. He 
had been president of the com- 
pany which publishes the Sioux 
Falls Argus-Leader since the death 
of his father in 1945. 


RALPH SLOAN SR. 

PHILADELPHIA, April 13—Ralph 
Sloan Sr., 53, treasurer and media 
director of Michener Co., died yes- 
terday at his home. 

Before joining Michener, Mr. 
Sloan had been manager of the ac- 
counting department of the Phila- 
delphia Evening Public Ledger. 


Canada Dry to Break Drive 
for Quinac at End of May 


Canada Dry Ginger Ale Inc., 

New York, will break ads in ten 
‘magazines and 13 newspapers in 
'the third week of May to promote 
Quinac, its gin-and-tonic mixer. 
The company also will introduce a 
new six-bottle carton for the 12-oz. 
bottle and a new label design. 
| Ads will run through August in 
Esquire, Gourmet, Holiday, House 
Beautiful, Motor, Newsweek, Time, 
|The New Yorker, Town & Country 
‘and Yachting. J. M. Mathes Inc., 
|New York, is the agency. 


Pufter Adds Jenn-Air 


Charles O. Puffer Co., Chicago, 
has been named to handle adver- 
tising and public relations for 
Jenn-Air Products Co., Indian- 
apolis manufacturer of air con- 
ditioning equipment. The account 
was previously handled by Bozell 
& Jacobs. 


| 


Department Store Sales... 
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Easter Spurt Pushes Sales Upward 


WasHINGTON, April 16—The 
long-awaited Easter shopping rush 
arrived during the week ended 
April 10 and for the first time 
since Feb. 20, department store 
sales in the U. S. pushed well 
}ahead of 1953 figures. 
| The Federal Reserve Board re- 
|ported today that sales for the 
April 10 week were 16% ahead 
,of the corresponding week last 


year. 
| The board had expected a 


‘slump in sales during March and 


'a gain in April because Easter is 
|two weeks later this year. 


|@ Every district in the nation re- 
‘ported sales gains for the April 10 
| week. Sales increases ranged from 
8% in the Chicago district to 25% 
in the Richmond district. Depart- 
/ment store business was especially 
brisk in the East where the New 
York district recorded a 24% in- 
crease; the Boston district a 23% 
increase and the Philadelphia 
district an 18% increase. 

Warm weather was another con- 
tributing factor to the over-all 


| 


| 


sales gains recorded throughout | 
'the country. Most of the buying) 
'was confined to wearing apparel. 
Surprising, however, was the fact | 
that millinery was moving slowly | 
compared with other years. 

Sales between Jan. 1 and April | 
10 were 4% behind the cor-| 
responding period of 1953. At the. 
end of the week of April 3, yearly | 
sales had been 6% behind 
year. 

% Change from ’53 

Week Ended 

Federal Reserve Mar. Apr. 

District, Area, and City 23 3 

UNITED STATES. ......00....0008 —Ii1 —138 

Boston District .................. —13 —12 
Metropolitan Areas 

III. Sincnisineasicssevianseisetnneis —13 —ll1 

Downtown Boston ......... —14 —10 

ERRAND cccccsssicesecicsisess —15 —22 

Lowell-Lawrence ............ —19 —32 

Cities 

| ae —5 —20 

a —23 --6 
New York District ............ rt 8 

Metropolitan Areas 

MIEIEIID: Gneasitibdenintibicéisesedesce —18 —31 

I Siknsaicsrdsarisiscesseces —12 -—21 

EE —22 

Cities 

ANNES sdectidotatinendsericnes r—1 —2 

PINT  dudsidsenstethsiadiasnssocsess +5 +1 
Philadelphia District ........ r—22 —s8 

City 

IID, sasisessccesiessssse r—23 6 
Cleveland District ............ r—15 —17 

Metropolitan Areas 

Akron er —20 —14 

Cincinnati -9 —16 

RENEE <Wikismncndeicntinisncs —16 —19 

NII -Sraisessevadecsevadevensias —6 —12 

BI sibdernnstissvcsiossubectescvies —13 —30 

RD | abtcleinsbenerevacusinodaaet 14 —22 

City 

IIE dacicssenvessserinsisnne bd ° 
Richmond District ......... —4 —4 

Metropolitan Areas 

ET ‘ r0 —4 

Downtown Wash- 

TE scbiesenddincésindiverseests r—4 —7 
Baltimore ... r—15 —2 
Richmond _...... —15 —16 

Atlanta District ................ r—8 —10 

Metropolitan Areas 

Birmingham haps —23 —19 

TRTIOVEND ccccvissessesiessesses --8 —12 

I  ahibeiianicamantintianiunes r—7 —10 

SI sestichcaseenisinntaiatlconinias --2 ~6 

BI bites cicncssacdbeteternes —7 —18 

POO QEBRR IS cscsisesereesssesees r+1 —13 

DEED. deteiBscsnsrnesrecnaree r—22 —21 
Chicago District ................. —Ii1 —l4 

Metropolitan Areas 

TINNED. ( custautindibereteisabtbasccass —10 —17 

Indianapolis —13 --9 

eee —11 -—9 

Milwaukee _..............0000 —7 —13 
St. Louis District ......... r—16 —i1 

Metropolitan Areas 

RACERS TROUT cnccccsccsesessscsiessce --14 --16 

IIE ditinninnseeitenmenvaliden —18 —15 

lg Eee ae —17 —7T 

CEE, ecicesccsicssuntiaipiacnes —l1 —14 
Minneapolis District ........ —14 —14 

Metropolitan Areas 

Minneapolis-St. Paul .... ° e 

Minneapolis City ........ —14 —12 

BE, POUd COG ccceescsccieseee ° bd 

Cities 

Duluth-Superior ............ r—18 —21 
Kansas City District ........ —Ii1 —15 

Metropolitan Areas 

BOE. cerceictncticenssnvescsotoctsces r—11 ~-14 

SI, dbiahcddinisendicsitenieces r—20 —18 

Wichita . —21 —26 

ee —19 —22 

Albuquerque ........ aceite —34 —39 

Oklahoma City ................ r+10 -S 

Tulsa r+4 13 


Department Store 


Sales Barometer 
Change from 1953 
+16% . 


—1% 


Week 
Ended 
April 10, 1954 


Jan. 1 
to 
April 10, 1954 


City 
EE ane —17 —16 
Dallas District. .................... —li1 —13 
Metropolitan Areas 
SESS RSES tee ape —8 —13 
MN IE sia shaiicesnastsciecxachberwannce —2 —24 
TMG, MPU cedecsdscerssasccivics —12 —23 
INI > sabccibeacviauinisvicieesaateds —20 —16 
SAM AMUN ceccccccscccscsesns --2 +15 
San Francisco District .... —1t —I19 
Metropolitan Areas 
BID crciinssscscicicnces —14 —14 
Downtown Los 
IIE. fase ciccaucjaraiatsdens —18 —16 
Westside Los 
pO I Taran —15 —10 
MN MII cicasinctassexcieincencs —21 —-20 
San Francisco-Oakland —13 —26 
San Francisco City .... —10 —24 
GOMIAME CUEY  c.cccccesavetss —21 —29 
BP SI asssicssnseccamabsensahas —-8 —22 
WPUMNIL  casusscheesneacsttectorsente —12 —19 
SE Ts UGE . cccccssectscosss —24 —21 
SENN « sstiscoushzocudvistapemensddesca —7 —20 
I gin iedcaccinsigeppesenree —13 —22 
TMI sackcB ss ccatccnteateoseccens : —7 —26 


last r—Revised. 


*—Data not available. 


DEPT. STORE PROFITS 
WERE 2.4% IN 1953 

New York, April 13—Profits of 
the nation’s department stores in 
1953 were the same as in ’52—2.4% 
after taxes. 

Operating expenses of stores 
with annual volume over $1,000,- 
000 rose from 32.6% in ’52 to 33% 
of net sales in ’53. 

These figures were released here 
last week by the controllers’ con- 
gress of the National Retail Dry 
Goods Assn. 

Sales of department stores 
climbed only 1% during 1953, a 
year in which consumption expen- 
ditures topped all previous peaks, 
the report says. More important, 
it adds, is that the physical volume 
of goods handled by department 
stores declined 1%. The increment 
in sales, it says, can be attributed 
to the slightly higher average 
salescheck which went from $4.23 
to $4.29. 

Inventories in department stores 
averaged 6% above 1952. However, 
toward the end of the year stores 


‘reduced stocks. As of Jan. 31, de- 


partment store inventories were up 
only 1%. 

Net profit from merchandising 
operations for the fiscal year end- 
ing Jan. 31, the report says, 
slipped to 3.3% of net sales as 
against 3.4% a year ago. This is 
attributed to operating expenses 
overtaking increases in gross mar- 
gin. 


Browne Boosts Lynn Wimmer 

Lynn C. Wimmer has been pro- 
moted to public relations director 
of Burton Browne Advertising, 
Chicago. Mr. Wimmer joined the 
agency’s public relations depart- 
ment in February, 1953. 


Henry R. Schaftner Retires 

Henry R. Schaffner, general bus- 
iness manager of Brush-Moore 
Newspapers Inc., Canton, O., has 
retired after 47 years with the 
company. 


KOIN Stations Boost Palmer 
John L. Palmer, with the sta- 

tions since 1947, has been promoted 

to national sales manager of 

— and KOIN, Portland, 
e. 
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In a buyers 
market Sunday 
magazines go 


ahead...and 


parade 


sets the pace 


When it’s time for hard selling, Parade’s extra power is what 
nothing can match the low cost, house-to-house 1954 advertisers need most 
coverage of Sunday magazines. Hg More distributing newspapers . . . more markets 
And among Sunday magazines, PARADE leads in yids with over 50% family coverage . . . more 
exclusive markets, vital to any sales plan. exclusive markets . .. more cities with no other 
Sunday newspaper ... more advertising 
Again, |Parade| is first in pages gained readers per dollar of ad cost. 
All three syndicated Sunday magazines show See how 1954 is changing the 


important gains in advertising pages (1st quarter 
’54 vs. Ist quarter 53), but PARADE’s gain is 
larger than the gains of the other two combined. 


picture in Sunday magazines: 


percent gain (pages) 


Again, |Paradelis first in percentage gain 
All syndicated Sunday magazines show 
important percentage gains in advertising pages, 


but PARADE’s gain is nearly three times AMERICAN 


WEEKLY 


as large as its nearest competitor. THIS WEEK 


Again,|Parade|is first in growth 
All syndicated Sunday magazines have gained 
but PARADE has strengthened its hold on 
second place in the field, and narrowed the 


gap separating it from the leader. 
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Parade... the Sunday Magazine section of 45 fine newspapers in 45 major markets...with more than 13 million constant readers. 
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PLASTIC DECAL 


—glass, m tal, ete.) 


SELF ® Sticks on both sides— | 
STICKER! any climate 


AD-STIR = 


ANY SHAPE! SIZE! COLOR! a Enumel Colors 


amet cigarettes ‘© Westinghouse ® Indestructible! 
fre a hundreds of othe WO Use and Reuse! 
@ Ansco on 


(for any smooth surface 


a si orders from: 
Repeat Mobiloil 


FREE 
SAMPLES OW REQUES | : _ 
Ce a ae A aN | NEW YORK COLISEUM—Construction started April 12 on this new $30,000,000 struc- 
50 CENTRE AVE., Theat) ic. ee wee —(ivre to house trade shows and exhibitions in New York. Its floor space will be six 
| and one-third acres of usable exhibition space, equivalent to nine football fields. 
Special off-street trucking, parking and storage space will be provided. 


Construction Starts 
on New $30,000,000 
The BEST of the South is the Southwest... New York Coliseum 


New York, April 12—Construc- 
tion of New York’s new $30,000,000 


the BEST inthe Southwest isthe Farmer-Stockman! snd eiiton wa atte fda 


'Authority, which will operate the 
/enterprise, expects the construc- 
tion work to be completed by 
April, 1956. 
| The new Coliseum will consist 
of a four-level exhibition hall 
fronting on Columbus Circle from 
W. 58th St. to W. 60th St. The ex- 
hibition hall will contain nine and 
/one-tenth acres (395,796 sq. ft.) of 
° ‘gross floor area, of which six and 
one-third acres will be usable ex- 
hibition space. The remainder will 
be for meeting rooms, public lob- 
bies, service and storage. 


@ An important feature of the 
| building will be a large off-street 
freight unloading dock on 58th St., 
which will be served by three 
freight elevators and a truck ele- 
| vator said to be capable of accom- 
‘modating the largest over-the-road 
‘trailer permitted on the highways. 
'There will be direct truck access 
to the street exhibition floor from 
both 58th and 60th Sts. There will 
also be a ramp giving trucks access 
to the main exhibition floor. In 


Oklahoma 


For stability and dependability achieved by 43 years of successful operation under the addition, large storage space will 

same management, the Southwest turns regularly to the Farmer-Stockman. Its leadership, be provided to prevent unneces- 

fixed by its readership, has scored these benefits for advertisers. sary trucking and traffic con- 
. gestion. 


| The office building tower on 


58th St. will be an integral part of 
the whole project and will con- 
tain 533,612 sq. ft. of modern, air- 
conditioned space. 


FIRST in Texas circulation growth. FIRST in R.F.D. circulation. 


FIRST and exclusive in separate editing for Okla- FIRST and exclusive with a full-scale livestock 
homa and separate editing for Texas. department. 


FIRST in community service with the Rural Neigh- FIRST with company-owned office buildings in: | ; ; ; 
borhood Progress Contest. Texas and Oklahoma. @ The Coliseum is being con- 
|structed as a public service by the 
’ authority to satisfy the demand of 
the public and business and civic 
organizations for a modern struc- 


406,082 SUBSCRIBER FAMILIES ‘ture to house the various trade 


|'shows and exhibits which come to 
le cctecccadl 229,797 New MexleO ceccccccccccccoov 4,478 ee York. 


ee 118,035 a ee 4A20 
I tc bdiecrnininsntininenid 24,431 na 5,560 Grand Central Palace was for- 


eee 19,361 Eee 406,082 merly used but was taken over by 

‘the Bureau of Internal Revenue 

| ‘last November (AA, Oct. 19, °53). 

|Since then, shows have been scat- 

Serving the Rural Southwest for 43 Years. rnc froigee dap neglhayootnr ssl 
hotels. 

The New York Convention & 
Visitors Bureau estimates that 2,- 
750,000 people visited New York 
in 1953 to attend conventions and 
‘trade shows, and that they spent 
in excess of $200,000,000 for 
‘lodging, entertainment, retail pur- 
chases and other purposes. 
| Estimates for 1952 were about 
; ; ' the same, AA was told, but it is 
5, Sunes and Operated by The Oklahoma oe os THE a Pe Ctenes Oklahoma City Times — WKY ond WKY-TV | expected that there will be a drop 

ae this year because of unsatisfactory 
‘exhibition facilities. These will 
not be improved until the Coliseum 

? is completed in April, 1956. 


OKLAHOMA CITY, OKLAHOMA @ DALLAS, TEXAS 
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Advertising Pages and Linage in National Magazines 


Ofticial Figures for March and Year-to-Date as Compiled by Publishers Information Bureau 


Weeklies, Bi-Weeklies, s 


*Capper’s Weekly .......... 
*Christian Advocate ........ 


Collier's 


| Serr err 


i eee Zz 


a ee 
*Presbyterian Life .. 
Saturday Evening Post . 
*Saturday Review 
t*Sporting News 
re 


U. S. News & World Report 


Total Group 


Publications with an * report directly to ApverTISING AGE 


tFour issues in March 1954: ‘five issues in March 1953. {Five issues in 


Women's 
American Family 
Better Living ..... 


tBride’s Magazine ........ 


tEverywoman’s ...... 


tFamily Circle .......... - 


Good Housekeeping 
Ladies’ Home Journal 
McCall's Magazine 
Parents’ Magazine 
ee 
Today's Woman 
*Western Family: 

Southwest Edition 

Mountain Edition 
..#No. Calif. Edition 

Northwest Edition 
tWoman’s Day ....... 
Woman's Home Companion 
*The Workbasket 


Total Group .... 


#Not included in totals Pub: ished quarterly. tSee note at end of linage tabulation. 


General 


*American Artist 
*American Forests .. 
American Legion ... 
American Magazine 
ME 66-0-4.8 85.0516 
ae eee 
Christian Herald 
‘Columbia 

Coronet 

Cosmopolitan 

*Eagle Magazine 
ee ee 
Elks Mayazine 
eee 
*Etude 

*Extension ‘ 
a ere 
*Grade Teacher aa 
Harper's Magazine .. 
WE. bch nceiee 
“Improvement Era .. 
“Instructor ........ 


Lifetime Living .... . i 


“Motor Boating ..... 
National Geographic 
*Our World ...... 
+ Pathfinder 
*Promenade 
WE, Sass 460 s055 
Redbook Magazine 
oo ee 
ee ee 
Town & ny 
True 54 er 
*Yachting ..... 


Total Group ...... 


tNo March 1953 issue: cl.a. ged 


Home 
American Home .... 
Better Homes & Gardens 


“Flower Grower ........... 
House Beautiful ............ 
House & Garden ............ 
ST Teer cee 


Living 


Sunset Magazine 


Total Group 


Fashion 

CY at ahd ase: 
Glamour ......... 
Harper's Bazaar ... 
Mademoiselle ..... 
eee 


Total Group ..... 


re Pages —_—_ — --——Lines-——_____—___—__—- 
March March Jan.-March Jan.- March March March Jan.-March Jan.-March 
1954 1953 1954 953 1954 1953 1954 1953 
oml- Monthites 
9.4 39.8 21.9 19,004 14,974 64,777 48,922 
Hy 4 2. > 63.6 65.0 10.079 9,089 26,286 26,894 
88.4 113.9 221.4 278.4 60,112 77,405 150,552 189,228 
61.9 69.8 207.0 219.1 26,555 29,935 88.803 93,956 
24.7 22.3 77.5 60.6 24,700 22,259 77,500 60,576 
402.2 43.71 905.1 910.4 273,496 297,208 615,468 619,045 
132.9 112.2 294.5 286.9 90,372 76,288 200.260 195,022 
330.1 318.9 865.7 806.1 141,613 136,594 371,385 345,424 
266.4 286.7 642.8 679.6 111,888 120,223 269,976 285,042 
17.1 26.6 50.2 88.3 7.190 11,177 21,086 27,157 
342.6 417.7 844.9 965.7 232,968 283.911 574,532 656,435 
62.0 60.9 214.3 206.6 26,040 25.603 90,006 86,776 
29.1 19.5 62.6 53.8 31,668 21.232 67.982 58,534 
341.3 363.0 798.2 871.8 143,346 152,322 335,244 365,841 
221.1 220.0 606.5 605.3 92,862 92,330 254,730 254,003 
2,363.6 2,497.3 5894.1 6,119.5 1,291,893 1.370.550 3,208,587 3.312.855 
Marcn 1954; four issues in March 1953. 
23.2 23.7 59.8 57.9 9,953 10,147 25,654 24,848 
41.1 44.2 109.5 104.4 17,632 18,967 46.976 44,784 
164.8 144.8 — os 104,153 91,514 — ae 
54.6 65.7 128.2 133.6 23,423 28,190 54,998 57,332 
79.5 80.3 194.5 185.3 34,106 34,427 83,441 79,481 
118.3 117.9 304.9 310.9 50,751 50,459 130,802 133,068 
110.4 120.8 241.6 254.3 75,072 82,100 164,288 172,887 
85.5 77.9 183.5 178.8 58,140 52,360 124,780 121,570 
70.0 82.7 153.0 160.3 30,030 35,405 65,637 68,632 
116.0 121.4 268.0 276.9 78,880 82.501 182,240 188,246 
38.3 50.6 84.2 120.7 16,431 21.689 36,122 51,810 
35.9 43.7 89.3 97.8 15,391 18,756 38,287 41,938 
34.3 39.2 81.5 87.6 14,699 16,831 34,950 37,563 
37.0 41.2 90.8 93.2 15,878 17,684 38,940 39,985 
37.3 42.6 88.5 96.7 15,987 18.261 37,956 41,479 
73.4 82.6 182.7 187.2 31,489 35,414 78,378 80,292 
63.6 85.9 158.1 183.3 43,248 58.410 107,508 124,668 
34.7 27.4 122.5 108.0 6,806 5,377 24,017 21,179 
944.5 1,023.9 2,279.8 2,359.4 491.352 534,202 1,163,128 1,210,735 
30.2 28.0 80.6 85.0 12,698 11,757 33,872 3,711 
15.6 12.1 48.4 39.8 6,552 5,068 20,342 16,416 
21.4 22.2 56.1 63.5 8,988 9,337 23,562 26,701 
35.4 30.0 79.3 72.1 14,868 12,586 33,306 30,346 
31.7 28.3 63.0 63.9 13,599 12,114 27,027 27,390 
25.4 20.6 78.6 68.9 10,668 8,631 33,012 28,917 
47.4 45.5 119.8 119.5 20,335 19,507 51,394 51,253 
2.9 6.3 16.6 19.3 1,958 4,309 11.312 13,145 
31.0 35.0 76.0 66.0 5.642 6,370 13,832 12.012 
29.8 35.4 70.8 87.3 12.784 15,135 30,373 37.380 | 
5.9 8.6 20.2 21.6 2.465 3,613 8.451 9,067 
55.0 57.0 144.4 161.0 37,400 38,740 98,192 109,453 
14.0 12.3 38.1 34.0 6.006 5,286 16,345 14,583 
41.1 44.9 132.5 137.6 27,948 30,551 90,100 93,615 
12.5 12.4 38.3 31.2 7.868 7,775 21.942 19,559 
21.9 21.1 61.2 61.9 15.088 14,494 42,124 42,576 
25.3 28.0 61.3 64.4 10,854 11,991 26.298 27,557 
46.5 41.3 100.7 92.4 20,515 18,204 44,416 40,760 
28.8 17.9 66.8 54.4 12,096 7,486 28,056 22,778 
79.8 74.7 180.9 151.0 54.264 50,744 123,012 102,580 
31.0 31.3 77.8 bi Pe 13,022 13,148 32,661 32,591 
43.4 40.1 94.9 96.6 29,675 27,456 64,955 66,097 
22.1 9.0 58.2 24.6 9,481 3,870 24,968 10,571 
104.0 92.9 391.3 337.3 61,177 54,611 230,080 198,328 
45.6 56.3 100.7 125.1 10,853 13,388 23,967 29,751 
29.2 28.8 81.3 80.8 19,884 19,605 55,248 54,987 
44.1 — 104.6 81.4 18,919 — 44,873 34,179 
19.8 20.3 59.3 60.7 8,494 8.709 25,404 26,012 
9.4 6.4 24.1 20.4 4,018 2,757 10,352 8.766 
22.1 23.3 63.4 54.3 9,481 10,012 27,199 23,281 
10.6 12.8 35.5 29.8 4,438 5,278 11,646 12,472 
12.0 13.3 24.5 27.8 8,061 8,893 16,481 18,649 
69.3 90.0 157.3 190.9 46,570 60.417 105,706 128,172 
32.4 36.9 76.0 84.2 13,900 15,847 32.604 36,162 
113.6 109.8 293.5 267.7 66,797 64,562 172,578 157,407 
1,210.2 1,152.8 3,162.8 3,054.1 627,366 602,251 1,655,690 1,599,224 


from 420-line page to 429-line page in November 


1953. {March-April issues combined. 


Movie-Romance-Radio 


Dell Modern Group: 
Modern Romances ..... 
Modern Screen ........ 


Sereen Stories .....5... ; 


Fawcett Women's Group: 


Motion Picture & TV Magazine 
True Confessions ........ 


Hillman Women's Group 


Hillman Romance Group .... 


Ideal Women’s Group: 
Intimate Romances 
Movie Life ....... c 
Movie Stars Parade ... 
Personal Romances 
+TV Star Parade .. 

Pines Women’s Group: 
Screenland-Silver Screen 
tTrue Life Stories 

*Quality Romance Group 

*Secrets Romance Group: 
Revealing Romances 


| 
| 


Pages Lines 

March March  Jan.-March Jan. -March March March Jan.-March Jan.-March 

1954 1953 1954 1953 1954 1953 1954 1953 
Secrets .... 22.8 24.4 60.7 64.2 9,786 10,447 26,016 27,557 

True Story Women's Group: 

Photoplay .... wales 38.0 40.7 95.5 97.1 16,302 17.426 40.970 41.619 
Radio-TV Mirror ; 23.8 27.0 62.9 65.3 10,210 11,552 26,984 27,962 
True Experience .. 26.5 30.5 71.1 73.1 11,369 13,042 30,502 31,349 
True Love Stories ........ 26.0 29.7 68.8 71.3 11,154 12,694 29.515 30,588 
True Romance 25.9 29.7 68.2 71.8 11,111 12.720 29.258 30,802 
True Story ... 53.1 58.8 124.4 136.3 22,780 25,177 53,368 58,428 
Total Group .... i 511.6 540.8 1,339.1 1,365.2 219,169 231,461 573,563 584,792 


tStarted publication in ‘September 1953; no advertising carried until October 1953. {Started publication in October 1953. 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
by the group as a whole PLUS additional advertising carried by each individual publications. 


Magazine Linage Trend Figures in Thousands 


WEEKLIES GENERAL 
1954 1954 


MAR.| 1.292 | MAR,| 6 27 | 
FEB.| 1.048 | Fes. [506 } 


1953 1953 
MAR. 


a 


WOMEN'S BUSINESS 
1954 1954 


Fee.[527 _—‘| FeB.[350 | 


1953 1953 


FASHION HOME 
1954 1954 


war [300] [f|manfaao) 


1953 1953 


RY 370 | MAR. PINS 477 | 

Business 
CUTS WHOEE csccvccccoscs 479.7 472.3 1,362.4 1,341.0 201,474 198,228 572,208 562,784 
§Dun’s Review & Modern Industry 104.3 73.5 279.7 206.9 43,806 30,804 117,474 86,801 

|*Financial World ........+. 47.5 53.4 121.9 132.4 19,950 22,409 51,205 55,556 
PONE née ceca ces seeeues 47.5 43.3 140.2 121.1 19,950 18,145 58,884 50,790 
NE hc ace dx os c06 wee 124.8 131.8 366.8 392.3 78,874 83,266 231,818 247,902 
Nation's Business .......... 52.7 41.0 126.8 109.5 22,608 17,571 54,397 46,904 

TO BE v:cskcsncesceee 856.5 815.3 2,397.8 2,303.2 “386,662 370,423 1,085,986 1,050,737 


§Dun's Review and Modern Industry combined effective August 1953. Pages and lines shown for 1953 are for Dun's Review 
only. | |Five issues in March 1954; four issues in March 1953. 


Youth 

*American Boy-Open Road ... 8.4 8.4 15.3 15.9 3.615 3,619 6,567 6.823 
American Girl ..... aan 70.5 66.1 11,755 9,761 30.245 28,353 
Boys’ Life ..... a = 55.4 54.0 13,804 13,009 37,672 36,774 
NO BN ca aicctscnenvis 3.1 3.3 6.3 5.4 1,344 1,437 2,756 2,340 
tScholastic Magazines ...... 71.7 49.2 133.9 106.7 30,114 20,673 56,238 44,817 
*Scholastic Roto ........... 4.6 3.2 13.1 9.5 4,103 3,086 11,793 8,510 
Total Group ............ 1355 1059 2945 257.6 64.735 51,585 145,271 127,617 


tFive issues in March 1954; four issues in March 1953. 


Outdoor & Sports 


*American Rifleman ....... 60.1 55.9 165.9 149.4 25,786 23,961 71,165 64,076 
Field & Stream ............. 78.7 73.0 183.3 171.3 33,762 31,303 78,636 73,472 
*Fur-Fish-Game ............ 21.4 22.8 61.1 60.2 9,165 9,798 26,203 25,837 
*Hunting & Fishing ........ 24.7 33.3 61.4 80.1 10,590 14,274 26,339 34,370 
NE ad 5 iC is bn 5.003 79.9 74.8 188.9 176.4 34,277 32,092 81,038 75,639 
ee 69.6 67.6 154.1 146.0 29,858 29,006 66,109 62,570 
ae é 334.4 327.4 814.7 783.4 143,438 140,434 349,490 335,964 
Mechanics & Science 
Mechanix Illustrated ...... 73.5 85.7 223.6 249.3 16,464 19,200 50,086 55,850 
Popular Mechanics .......... is7.7 171.5 481.0 515.1 35,325 38,416 107,744 115,380 
Popular Science ............ 148.3 147.6 430.3 435.3 33,219 33,068 96,387 92,596 
t*Science & Mechanics ...... oe a 120.9 131.1 — oe 27,082 29,366 
re 379.5 404.8 1,255.8 1,330.8 85,008 90,684 281,299 293,192 


tPublished every other month. 


Detective & Fi ition 


Dell Men's Group ..... ; 17.0 22.6 45.3 59.4 7,293 9,699 19,434 25,550 
*Macfadden Mens Group ..... 48.6 74.5 149.4 171.6 20,829 31,915 64,076 73,584 
Popular Fiction Group ....... 18.0 17.7 43.7 46.6 4,042 3,955 9,796 10,435 
Thrilling Fiction Group ..... 10.4 11.3 28.3 32.7 2,330 2,531 6,343 7,339 
Total Group ... seen 94.0 126.1 266.7 310.3 34,494 48,100 99,649 116,908 

Farm 

Capper’s Farmer ... ee 70.4 69.1 187.4 181.2 30,202 29,614 80,395 86,590 

| Country Gentleman .......... 108.4 117.7 274.4 295.0 46,504 50,458 117,718 139,233 

Fa Ge hi its hes eursce 117.2.) (117.0 287.6 288.9 50,279 50,155 123,380 123,897 

‘Farm & Ranch—Southern 
RIE. eis eikeadcecas 53.0 56.3 144.8 149.1 22,737 24,180 62,119 63,981 

+Progressive Farmer ........ 127.0 133.0 315.5 317.1 86,360 90,413 214,540 215,621 

Successful Farming .......... 113.6 118.3 294.6 277.7 51,120 53,208 132,570 124,934 
. oc. eer. ht 589.6 611.4 1,504.3 1,509.0 287,202 298,028 730,722 754,256 


80.1 83.8 175.7 174.2 50,623 52.883 111,042 110,022 
159.5 190.1 331.7 377.3 100,804 120,083 209,634 238,472 
83.0 86.0 212.0 209.1 34,860 36,120 89,040 87,836 
118.8 117.9 249.9 245.6 75,082 74,479 157,937 155.114 
85.1 101.5 168.0 190.3 53,783 64,108 106,176 120,153 
52.8 53.8 133.2 123.3 22,651 23,031 57,143 52.815 
66.1 82.7 136.2 147.9 41,775 52,281 86,078 93,441 
166.2 128.7 359.3 290.1 69,804 54,053 150,906 121,860 
811.6 8445 1,766.0 1.757.8 449,382 477,038 967.956 979,713 
84.2 91.5 205.5 225.6 36,122 39,213 88,160 96,754 | 
96.5 116.5 236.6 240.0 41,399 49,956 101,501 102,941 
104.7 120.3 291.4 307.8 66,170 75,995 184,165 194,510 
108.9 104.2 258.4 259.6 46,718 44,671 110,854 111,341 | 
173.7. 179.5 453.8 490.2 109,778 113,474 286,802 309,773 
568.0 612.0 1,445.7 1,523.2 300.187 323.309 771.482 815,319 
32.6 35.1 83.5 90.7 13,984 15.041 35,822 38.859 
32.7 33.4 72.1 83.2 14.028 14,317 30,931 35,689 
27.6 26.9 61.6 69.5 11,840 11,550 26.426 29,830 
20.9 29.7 56.7 69.7 8,966 12.739 24,324 29,920 
28.4 38.6 74.2 87.4 12,184 16,542 31,832 37,491 
14.1 10.6 38.6 30.6 6,049 4,559 16,559 13,190 
3.4 72 12.3 19.8 1,459 3,103 5.277 8,484 
15.2 17.9 46.5 53.9 6.521 7,681 19,949 23,170 
19.6 17.5 55.9 49.4 8.408 7,523 23,981 21,235 
19.6 17.5 55.9 49.4 8,408 7,530 23,981 21.256 
15.2 16.8 46.5 51.8 6.521 7,205 19,949 22,239 
1s — 38.7 — 5.062 — 16,602 pan 
17.3 24.0 44.4 64.0 7,422 10,287 19,048 27,439 
12.100 = 31.7 — 5,177 — 13,585 pane 
6.0 6.0 18.0 18.0 2,268 2,268 6.804 6,804 
19.0 188 509 48.7 8.160 8.065 21,880 20,881 


+See note at end of linage tabulation. 


Newspaper Sections (I) 
Nationally distributed with Sunday newspapers) 


tAmerican Weekly .......... 50.4 62.9 141.9 142.7 42,840 53,479 120,615 121,221 
PPAR. cccacivecovecsscsss 62.7 56.1 153.7 135.7 53,295 47,606 130,645 115,194 
+This Week Magazine ........ 80.5 92.4 211.9 203.5 68,425 78,464 180,115 172,872 

Total Group ...scccsccecs 193.6 211.4 507.5 481.9 164,560 179,549 431,375 409,287 


+Four issues in March 1954; five issues in March 1953. 


Newspaper Sections (II) 


(All other newspaper sections and comics) 


+First 3 Markets Group ...... 48.4 47.4 119.9 107.5 41,140 40,283 101,915 91,346 
tNew York Mirror Magazine .. 48.5 56.0 122.8 134.6 47,530 54,816 120,344 131,851 
+New York Times Magazine ... 224.3 300.6 587.6 566.3 190,655 255,415 499,460 481,326 
+Puck—The Comic Weekly ... 9.6 17.3 27.1 42.0 18,278 33,017 51,598 80,216 

Total Group . =A 3308 4213 857.4 850.4 297,603 383,531 773,317 784,733 


+Four issues in March 1954; ive issues in March 1953. 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 
§American Comics Group: 
(Total 2 Units) ......... 13.0 7.0 28.0 140 4.914 2.646 10,584 5,292 


yo en rs part PG it NM oe BAe ey Sethe tees ; beh det die Rote aay gece hk Ty tieks EDOM hers Bs Ee ye RAIS Wd Sei cre eh ae et ey ge We Spelt Be re eT, J SE, Ute pera meen e aha “ Fe ee REA apa ened Pa ae Oe RRP Se 2 Sig 
oh “ET Cased JN eee ca BE fea ess 3 ij Gb Atte YAehe SR eae ee ie Ree Pon Wits Bis ae Oe te No ar td Cee ge S cba Pama or es cig Psat Sane. sa ae at eee SY feat 4 etd ay . eset REELS a i 
ae gts go mete sae SR ain oS Ot Sao eee Pee cemere eo AM eat! co oviaice GameaMenar ce RCGy TAL i ORR meet ore Pa ea Be Sa Mite Oe DEER age oe eae NL eS eat Ree Se eS ie i 
athena eee 0! EIS WS Sot As Se ae Rae ia 2 de Sie ee We Sn Geen tae Nh nee RNA cae ym eS VN Aaah Mg einem Rea etin: SUM op I RET OO od aches ie tin 
pik Le ee : a eee ee ae ab 3s hes ren ates ie So aes PRES) 7 See wos Lele Seta ‘use SR 2S A oS I int AA eas RR a are presi ee ght aA = Rider y are. - poe He etl ah Wenice P< ae erm * dig agin 8 SaaS e eee 
a : See ec oa <a pe Ret ae ay Beh Ag St AO. Gt Pedeok aoe ry Pann AER aaeenaeaten Ae SRS a Pat ec net een aA aya SIR K ere | «22 Pe a ere array, ee eae wee Beck oe 
Co ee ‘ é NS Ses ok are a, ote (ee = 2) Ae = tt Seeereeniey pie : ® fea a : : es cas 
aoe : ; Po te 
be , . . Sens 
ey pee, 
_ 
| : ' 
; 2 pA ee 
| a Sek hag 
er eae 
oe . - as 
eS <3" 

} ac Beet 

i The vay 

; me ie 

' H ie i “ad 

a) a i 

-— ; 

| a z, 7 

; 4 

} : a 
| ey ay 
Bar 
} A a 
it 

' as el = 

‘a sa 
hi 

; ; }. . A a err eer 

' : j _., Orne <i aoe 

ae - ere 

’ if } eee s 2 

a 19 } | t ; Set 

b eerie _ ae, 

a oc 
2 Pa i sig : 

i Sie ae 
oa Pie 
= a Hs: 

ee y ee aaa ers: 
ee oa “7, 
a t hela 
: | ignie ees 
ae | vee eee 
| man[aor__] [man (367 _] 
1 } see : 
2 7 FEB. FEB. a 
ee | 
i) : aD t 
es 
ee eeeees spate 
ae rt 5% 3 ete 
{ a oe 
i Bre. a — a : 
q Mire j : oe 
peer ae: 
s | (pe 
= { ee 3h Se 
G } ae bec he 
as . P * neh 
ran | eee 
f , ; ‘a 
pad baw | 
- if arose) ee a 
po | re ers 
: | ee ee 
; )| ; 2 eae 
_ ats = 
i mm | 
eae jah acots ees 
is } . oe Seat 
4 Mae . . Pat i et 
oF ) 
; . - : | a a 3 
‘ De * if 
[| «a : 
i Se meee 
ie ¥ if = 
| we 1 i bisian i ee | 
di a oe 
- idles Se Pes, 
_ ae | - f os 
; RE cP 
: } _ oe 
P ae Tretia. cm : 
=e Te ; | 
: ‘ 
(ha ————— 
if : 
a a. ee 
4 ' ie. f 
- ' i 
Pe 
t * _ ee 
: 
i -° Petes 
S : | | 
: a ee 
2 . es 
n . 


Advertising Age, April 19, 1954 


Pages — —-~— Lines ———__—_ -_-—— Pages —_—_-_-_——. aa —— Lines ———_—_——__—___—. 
March March  Jan.-March Jan.-March March March Jan.-March den. poms March March  Jan.-March Jan.-March March March Jan.-March Jan.-March 
1954 1953 1954 1953 1954 1953 1954 1953 1954 =:1953 1954 1953 1954 1953 1954 1953 

FUnit A. 5.5 3.0 13.0 6.5 2,079 1,134 4,914 2,457 Tokyo Edition ............ 75.3 617 1980 1686 31.640 25, 

#Unit 6 ....... 75 40 150 75 2835 1512 5.670 ae | eeu ieee. 900 «83.160 70.770 
§Archie Comic Group ... 5.5 2.5 12.5 8.0 2.079 945 4,725 3,024 Mecanica Popular <Spanish) . 24.7 24.8 66.8 70.1 5,530 5.544 14,966 15,680 
National Comics Group: Mecanique Populaire (French) 25.8 25.0 70.7 64.8 5,768 5,600 15,820 14,502 

(Total 2 Units) 10.6 13.1 30.6 33.3 3.970 4,915 11,530 12.538 Reader's Digest: 

#Red Unit ...... 5.8 6.8 16.8 17.2 2.174 2,552 6,331 6.458 eerste 35.0 36.0 85.0 97.0 6,370 6.552 15,470 17,654 

Blue Unit Bets 4.8 6.3 13.9 16.2 1,796 2,363 5,199 6,080 I ods 5c ee eateu's 47.5 45.5 126.0 119.0 8,645 8.281 22,932 21,658 
Quality Comic Group ... 6.0 6.0 18.0 18.0 2.268 2,268 6,804 6,804 NS se 37.0 20.0 105.0 44.0 6.734 3,640 19,110 8,008 
§Standard Comics Group .. 10.5 13.8 14.5 19.3 3,969 5.228 5,481 7,307 ER OR er 60.0 64.0 169.0 165.0 11,160 11,904 29,760 30,690 

Total Group "456 42.4 103.6 92.6 17,200 16.002 39,124 34,965 Cavlheae ..... 5.502050: 67.0 63.0 168.0 175.0 12,194 11,466 30,576 31,850 
§March-April issues combined. =Not included in totals. BE Pee eee 31.0 33.5 71.0 92.5 5.270 5.695 12,070 15,725 

bs EES ae 13.0 9.0 22.0 200 2.418 1,674 4,092 5,580 

eekend Newspapers (Rotogravure Linage French (Belgian) ...... 38.0 40.0 117.0 114.0 6,650 7,000 20,475 19,950 

Conedion N ational ad ny d a. Tae & oe oe wes (tk | Oh Oe ......... 92.0 82.0 205.0 180.0 16100 14350 35.875 31.500 
a—_—........ 64.2 50.8 157.1 131.2 64,236 50.785 157,079 131,202 French (Provincial) a ewe 92.0 78.0 204.0 175.0 16,100 13,650 35,700 30,625 
—as 80.5 79 5 210.9 192.9 16.473 75,565 200 441 183.24] French (Swiss) ........ 18.0 19.0 40.0 41.0 3,150 3,325 7,000 7,175 
Weekend Picture Magazine 98.4 775 2387 1915 95.974 75,530 233,021 186,691 German (Germany) ...... 73.0 = 52.0 186.0 132.0 13,286 9.464 33.852 24,024 
German (Swiss) .......... 16.0 20.0 40.0 42.0 2,912 3,640 7,280 7,644 

Total Group .. 318.9 278.3 785.2 657.1 312,445 272,334 768.970 642,599 —— 24.0 20.5 82.0 66.0 4 368 3731 14'924 12012 

tFour issues in March 1954. five issues in March 1953. =tIndian Abe aa VES 33.0 aa aimee en 6.006 eit psa a cic 

' sox s <ies ealgf i 62.0 56.0 171.1 148.6 10,664 9,632 29,412 24,854 
Canadian IN 58265 a3 ssi dces: 32.0 29.5 94.5 87.5 5,376 4,956 15,876 14,700 
Canadian Home Journal . 35.4 45.1 102.7 111.9 24,043 30,648 69.791 76.969 Japanese Troop ........... 24.0 20.0 72.0 66.0 4,368 3,640 13.195 12,012 
Canadian Homes & Gardens 41.9 49.4 97.6 105.1 28,498 33,597 66,364 71,516 Latin American (English) 5.0 7.0 12.5 21.5 615 861 1.538 2.645 
Chatelaine 44.8 40.0 104.5 105.3 30,486 27,211 71,104 71,615 Sa a eee 61.0 63.5 154.0 174.5 11,102 11,557 28,028 31,759 
Maclean's 75.1 72.9 182.1 180.4 51,085 49,601 123,885 122,667 New Zealand ............. 20.0 24.0 61.0 68.0 3,640 4,368 11,102 12,376 
Mayfair 43.7 372 118.0 157.5 29,706 38,810 80,230 107,090 Norwegian ............-.. 23.5 15.5 66.5 42.5 3,995 2,635 11,305 7,225 
Reader's Digest: ; a eae 70.0 70.5 202.0 210.5 12,250 12,338 35,349 36,738 

English Edition 80.8 72.0 194.8 186.0 14,696 13,104 35,444 33,852 South African ............ 54.0 64.0 155.0 168.0 9,666 12,456 27,745 31,072 

French Edition 80.3 76.0 199.3 192.0 14,605 13,832 36,263 34,944 Southern Hemisphere ....... 44.5 37.5 108.0 109.5 8,099 6,825 19,656 19,929 
Revue Moderne 21.7 26.6 52.3 62.5 14,759 18,070 35,555 42.473 RO rere 37.5 37.0 93.5 81.0 6.975 6.882 17,391 15,066 
Revue Populaire 25.2 28.5 56.3 62.2 17,049 19,922 39,441 43.493 Time-Atlantic .............. 64.3 rae; 167.4 172.3 27,020 30,135 70,315 71,345 
Samedi 37.4 32.4 90.3 82.0 26,146 22,679 63,164 57,433 Time-Latin American ........ 101.9 94.1 241.1 242.7 42,805 39,515 101,290 101,920 
Saturday Night . 61.7 81.6 168.6 199.0 42,147 55,481 114,851 135,306 = Time-Pacific ..............- 80.8 60.3 189.1 160.1 33,950 25,340 83,230 67,270 
Time-Canadian ... 203.6 196.5 439.4 419.2 85,505 82,530 184,555 176,050 — Visao 30.7 34.0 90.5 98.5 12,880 14,280 38,010 41,370 

Total Group 751.6 778.1 1,805.9 1,863.1 379.325 405.485 920,647 ONE. | WRI Sp cccisicdossccsouse 40.5 47.7 97.6 122.8 17,010 20,020 41,020 51,610 
F , Total Group ............6. 1,707.7. 1,589.5 4,369.1 42021 473515 441,361 1,191,069 1,165,793 
ag or Not included in totals. tStarted publication in January 1954. 

English Edition 46.4 49.4 114.6 128.1 31,535 33,575 77,945 87.125 NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist 

Spanish Edition 55.3 50.7 115.2 136.9 37,570 34,470 78.240 93,120 and Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation 
Newsweek-European 35.5 31.8 84.7 84.4 14,910 13,370 35,560 35.490 of the particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page adver- 
Newsweek-Pacific: tisement appears in an edition representing 25°, of the total circulation of the magazine, it is counted in the totals as 

Manila Edition 49.5 31.2 123.3 102.7 20.790 13,090 51,800 43,120  .25_ pages. 


Hennessy Joins Adelman 
George Hennessy, 


Lee Joins Palm & Patterson 

Robert S. Lee, formerly adver- 
tising and sales promotion man- 
ager of Twin Coach Co., Kent, O., 
has been appointed account man- 
ager of Palm & Patterson, Cleve- | 
land. 


Biscuit Corp., 


Y., as an active partner 
food brokerage company. 


formerly di- 
rector of merchandising for Burry 
has joined E. L. 
Adelman Associates, Bronxville, N. 
in the 


, : 
2 Showmatter® — Re nm. 
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HALF AS LARGE, HEAVY AND EXPENSIVE Gores rath of ts 08s LoS 
AS PYRAMID EASEL PORTFOLIOS aay 
—tTor sam Sh doub! d 7 eee 
tical anead. Page area. ows double-page ver - 


Sets up and takes down in a flash—no buttons or 
gadgets to fool with. Carried in stock in 4 sizes. 


* Also 100s of other items. 
1702 W. WASHINGTON BOULEVARD 


Sates “Toole, Tne. CHICAGO 12, ILLINOIS 


Send for FREE Folder 


Tobacco Group Asks 
More Research into 


Cigaret-Cancer Link 


New York, April 14—Further 
research is the only way to prove 
_or disprove any possible link be- 
ltween lung cancer and cigaret 
smoking. 

This conclusion is indicated in a 
compendium released today by the 
Tobacco Industry Research Com- 
mittee, formed to represent most 
leading tobacco manufacturers and 
tobacco growers (AA, Jan. 4). 


The group is pledged to give) 


financial aid and assistance to re- 
/search into all phases of the effect 
of tobacco use upon health. The 
committee is now engaged in the 
development of a program of re- 
search grants to recognized medi- 
cal and scientific institutions. 


® The compendium, containing 
quotations and statements author- 
ized by 36 distinguished cancer 
authorities, is designed to thwart 


ihe cancer scare on the grounds 
that there is not sufficient proof to 
draw a conclusion that cigaret 
smoking is a contributing factor to 
lung cancer. 

“No serious medical research, 
even though its results are incon- 
clusive, should be disregarded or 
lightly dismissed,” the 24-page 
booklet says. “‘The important thing 
is to recognize the urgent need to 
explore every scientific avenue | 
which could lead to the discovery 
of the cause of lung cancer.” 


s The committee consists of Paul | 
M. Hahn, president of the Amer- | 
ican Tobacco Co.; Joseph F. Cull- | 
man Jr., president of Benson &| 
Hedges; Timothy V. Hartnett, 
president of Brown & Williamson 
Tobacco Corp.; Herbert A. Kent, 
chairman of P. Lorillard Co.; O. | 
Parker McComas, president of 
Philip Morris & Co.; E. A. Darr, | 
president of R. J. Reynolds Tobac- 
co Co.; J. B. Hutson, president of 
Tobacco Associates Inc., and J. W. | 
Peterson, president of U. S. Tobac- 
co Co. 


‘tory, “List O’Trades.” 


New Spectacular Planned 


Hiram Walker Co. is erecting 
what it asserts is the largest neon 
sign in the New York area atop its 
Imperial whisky warehouse in 
Long Island City. The spectacular, 
expected to be completed in about 
five weeks, is being built by Art- 
kraft-Strauss Sign Corp., and will 
spell out the words “Imperial by 
Hiram Walker” in letters three 
stories tall. Over-all length of the 


/sign will be one full city block. It 


will have five miles of neon tub- 
ing and enough wiring to stretch 


from Columbus Circle to La 
Guardia Airport. 
Trade Directory Available 

W. S. Ponton Inc., New York 


‘compiler of mailing lists, has pub- 
‘lished the 1954 edition of its direc- 


Containing 
more than 12,000 mailing list cate- 
gories, the directory includes a 


| state-by-state breakdown of major 


classifications. Ponton also has 
published a 64-page abridged edi- 
tion. Both editions are free. 


hed in place of a dupitcoke en- 
graving, a Reillytype can save you 
up to 75% when working in full 
color. Publication approved, Reilly- 
types preserve full tonal value, 


exact definition, and the most im- 
portant minute details of original 
engravings. Reillytypes waeige ex 
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Advertising Age, April 19, 1954 


TOUSGEY VARMISH COMPAHY 


SAUCERS?—Farm 

plement & Tractor and Industrial Finishing 

will carry this ad for Tousey Varnish Co., 

Chicago, in a new campaign prepared by 

Campbell-Sanford Advertising Co., Chicago. 

The misty discs are barrel tops, not flying 
saucers. 


Implement News, Im- 


California Brewing 
Starts Production 
of Gold Label Beer 


SAN Francisco, April 14—The 
California Brewing Co. began in- 
dependent production here this 
week of its new California Gold 
Label beer, aimed especially at 
the western market. 

The beer will be brewed at the 
huge San Francisco plant recently 
acquired by Liebmann Breweries 
of New York from the Acme Brew- 
ing Co. for approximately $6,000,- 
000. 

Production will be directed by 
Miguel Quirno-Lavalle, company 
president. Philip Liebmann is 


chairman of the board. The com-/! 


pany begins operation with 400 
employes and an annual payroll of 
$2,000,000. 

Production at the plant, which 


covers a two-block area, will ulti- | 


mately reach 1,000,000 barrels a 


year. 


e® Mr. Quirno-Lavalle became as- 
sociated with Liebmann Breweries 
in New York after serving from 
1937 to 1943 as commercial coun- 
selor for the Argentine embassy in 
Washington. For brewmaster at 
the plant, the company selected 
Otto Reinemund of New York. 
Emphasizing the company’s link 
with California’s early history, a 
new trademark has been adopted— 
a broad-wheeled Conestoga cov- 
ered wagon. To celebrate the start 
of production the company paraded 
an ox-drawn covered wagon 
flanked by girls in pioneer cos- 
tumes through San _ Francisco 
streets on a tour of the city. 


Bev-Rich Widens Distribution 

Bev-Rich Inc., Philadelphia, 
maker of canned soft drinks, has 
entered a market outside its home 
territory with the introduction of 
its product in Cleveland. Full-page 
newspaper ads and 13-week radio 
and tv spots are scheduled. As 
soon as distribution is set up in 
Washington, Baltimore, New Eng- 
land and other territories, cam- 
paigns will introduce the product 
in those areas. Sullivan, Stauffer, 
Colwell & Bayles, New York, is 
Bev-Rich’s new agency (AA, April 
S). 


McGraw-Hill Shifts Donnell 
William E. Donnell has been 
named sales representative in the 
Cleveland area for Construction 
Methods & Equipment. He formerly 
represented that publication and 
Engineering News-Record in St. 
Louis. Before joining McGraw-Hill 
Publishing Co. in 1943, he had 
been associated with the New 
York Sun for 17 years as an adver- 
“UBUISI[eS SUIST} | 


Howe Names Cole & Weber 

Howe & Co., Seattle cosmetic 
manufacturer, has appointed the 
Seattle office of Cole & Weber to 
handle its advertising. A drive 
will be launched to introduce 
Seal-cote, new manicure prepara- 
tion. Pacific National Advertising 
Agency. Seattle, is the previous 
agency. 


Kennington to Raymond Bag 

Henry A. Kennington, formerly 
sales manager of an_ industrial 
division of Armour & Co., Chicago, | 
has been appointed general sales. 
manager of Raymond’ Bag Co.,| 
Middletown, O., manufacturer of | 
Multiwall paper shipping sacks. 

| 

Brewer Appoints Surabian 

Vahan M. Surabian, formerly 
manager of E. & B. Brewing Co., 
Detroit, has been appointed gen- 
eral sales manager of the A. Get- 
telman Brewing Co., Milwaukee. 
He succeeds William A. Hitchcock. 
who has resigned. 


A Dog's Best Frien 
Is His Newspaper 


All during 1953 the Dallas Society 
for the Prevention of Cruelty to 
Animals had operated in the red. On 
December 17, its bank balance was 
$6, its inventory 206 dogs and cats 
and one crow. 

Mrs. Emilie Schuyler, SPCA ex- 
ecutive vice-president, knew what to 
do. She brought her troubles to The 
Dallas Times Herald. 

The story wasn't a tear-jerker. It 
simply outlined the facts. The head 
read: “Wintry Days Find Shelter 
Filled with Homeless Dogs.” The last 
paragraph quoted Mrs. Schuyler as 
saying: 

“Maybe some people would like to 


get a nice dog for Christmas. It 
would be a Christmas present for the 
dog, too.” 

But that was enough. Hundreds of 
Dallas people descended on the ani- 
mal shelter in the next few days. 
They picked pets, paid tees, made 
donations, and put the society in the 
black not only for December but 
January, 1954, as well. 

The only thing any newspaper can 
offer its advertisers is friendly, in- 
terested readership as measured not 
only by circulation but by specitic 
reaction, 

The latter element is illustrated by 
the story above. As for circulation... 


eZ 


~,. 
? ‘~ 


in Dallas County, The Times Herald 
is read by 24,108 more families daily, 
and 28,410 more families Sunday, 
than any other newspaper. 

The Times Herald is represented 
nationally by The Branham Co. ( Adv.) 


4 
tyr) , 
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reactions 


toa 


‘““Hard Sell’”’ 


Vy 


__...attention 


_- =~ direction 


ACTION ... getting prospects to dealers quickly, 


It's this action that makes sales for you...for your dealers. 


To get action, you've got to tell people when they are in a 
buying frame of mind where they can buy your brand. And 


here's the sure way to tell them: 


Use Trade Mark Service in telephone directories. Your 
trade-mark or brand name is displayed over a list of your 
local dealers in the ‘yellow pages’. Available in over 40,000,000 
directories across the nation or in selected markets. 


Simple? Certainly...and it works! Surveys prove it does! 


Make it work for you! 


For information call the Classified Telephone Directory representative at your local telephone 
business office or see the latest edition of Standard Rate and Data (Consumer Edition). 
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This Week in Washington... 


U.S. Can Eat Own 


By Stanley E. Cohen 
Washington Editor 


Wasuincton, April 15—If Agri- 
culture Secretary Ezra Taft Ben- 
son took the time to thumb through 
Tuesday’s “Congressional Record,” 
he must have considered it time 
well spent. 

Members of Congress who were 
debating the Agriculture Depart- 
ment’s appropriations for 1955 
established to their own satisfac- 
tion that those surpluses of eggs 
and other commodities which are 
worrying Mr. Benson are merely a 
passing phase which will be out 
of the way in the not too distant 
future. 

According to Rep. Walt Horan 
(R.. Wash.), one of several farm 
area representatives who contrib- 
uted to the debate, America is 
going to eat its way out of sur- 
pluses. In fact, Mr. Benson better 
concentrate on ways to increase 
our output of farm commodities, 
or we will eat our way into short- 
ages. 

As recently as 1950, Rep. Horan 
said, statistics indicated a national 
population of 190,000,000 by 1975. 
This meant we would be setting 
five places in 1975 for every four 
we set in 1950, and it implied a 
degree of increased demand for the 
products of the farm. 

Since 1950, however, American 
families have crossed up the 
statisticians. Healthy young citi- 
zens have been arriving in un- 
precedented quantities, and it now 
looks as if the national population 
can reach 176,000,000 by 1960— 
just six years from now; 186,000,- 
000 by 1965, and 207,000,000 by 
1975. 

There are statistics to show what 
this means in the way of an in- 
creased market for farm products. 
For example, the demand for meat 
would be up 30% in 1975—an 
amount roughly equal to the 1953 
pig crop of Nebraska, Iowa, Illinois 
and Wisconsin; all the cows in 
Texas, Oklahoma, Minnesota, Kan- 
sas, Nebraska and South Dakota, 
and the 1953 lamb crops of 
Montana, Wyoming, Nevada, Utah, 
Idaho, Colorado and California. 

To Secretary Benson, such an 
outlook must be utopian. But most 
of these new consumers are still 
on strained ioods, or perhaps not 
even born. 

Meanwhile, how’s he to keep the 
accumulated butter and egg sur- 
pluses from spoiling? 


« © e 
Rep. H. Carl Andersen (R., 
Minn.), who was in charge of 


shepherding the Agriculture De- 
partment appropriation through 
the House, used the occasion to 
remind the country of the impor- 
tance of the farmer as a consumer, 
and the general injury that is in- 
evitabie if the farmer finds himself 
in a bad trading position. 

“A drop of 10¢ in the value of a 
bushel of corn means a loss of 
$300 to the average farmer in my 
district,” he explained. “Twenty 
cents reduction per bushel in bar- 
ley costs $200, while a dime per 
pound for butterfat creates a de- 
ficit of $150.” 

The farm dollar changes hands 
seven times, creating an income for 
the nation of seven times whatever 
the farmer receives gross for his 
products, Rep. Andersen _ said. 
“Give the farmers of the nation 
at least $35 billion in gross income 
and we need not fear any economic 
crisis in this country.” 

+ * . 

House members outdid President 
Eisenhower by voting to approve 
$100,000,000 for farm electrifica- 
tion work. The President had 
proposed $55,000,000. The House 
also upped funds for rural tele- 
phone installations by $7,500,000. 
“Every dollar invested in bring- 


Surplus: Horan 


ing electricity to a farm multiplies 
itself three or four times in addi- 
tional business to local communi- 
ties and towns,” Rep. Andersen 
said. 

“REA [Rural Electrification Ad- | 
ministration], up to last year, had| 
created at least $8 billion worth of 
initial new business, strictly as a 
by-product of bringing farmers 


central station service.” 
. . * 

Deputy Assistant Secretary 0° 
Commerce Carl F. Oecechsle (in} 
charge of domestic commerce) is 
not the kind of a fellow who pulls | 
his punches, to judge by his re-| 
marks last week before the Sales 
Executives Club of Washington. 

His talk on “Promoting Better| 
Salesmen” slipped rapidly over the 
familiar platitudes, then came) 
sharply onto the question: Why is | 
the social status of salesmen at an} 
all-time low? Four out of 10) 
workers get into retailing at some, 
time, he reported. Why don’t more} 
of them stay? 

One reason, he said, is the pay., 
“According to the Bureau of Labor! 
Statistics the average weekly wage | 
in retailing in 1953 was about $54, 
compared with $72 in manufac- 
turing. I can’t prove it but I 
suspect that the obsession with re- 
ducing unit selling costs has made 
many company managements pen- 
ny wise and pound foolish. 

“Low pay scales attract new 
people with the least education and 
drive and discourage older em- 
ployes from exerting themselves.” 

He also recommended that sales 
jobs should be made more attrac- 
tive by offering hours, vacation 
and fringe benefits that are com- 
petitive with other types of oc- 
cupations. 

“It’s time,” he declared, ‘‘for the 
smaller companies who have 
always said they can't afford these 
things to ask themselves if they 
can any longer afford not to have 
them.” 


. * . 

The Senate’s special subcom- 
mittee investigating the causes of 
juvenile delinquency turns _ to 
comic books at hearings which are 
scheduled for next Wednesday and 
Thursday. Sen. Robert C. Hend- 
rickson (R., N. J.), the subcom- 
mittee chairman, said experts are 
not sure whether comic books are 
a significant factor in the delin- 
quency problem, but his committee 
hopes to find out. 

“We're not indicting comic book 
publishers, or recommending the) 
establishment of vigilante com- 
mittees to wipe out Mickey Mouse 
or Superman,” Sen. Hendrickson 
says. “But we want to know about 
the so-called terror and crime 
variety which has disturbed liter- 
ally millions of parents throughout 
our nation.” 

He expressed indignation over 
the fact that some publishers take 
the position that the hearing vio- 
lates freedom of the press. With 
70,000,000 to 100,000,000 comics 
sold monthly, comic book pub-!| 
lishing is big business, with an es-| 
timated gross of $120,000,000 in 
1953, he said. “The subcommittee is 
going to raise some questions and_| 
nobody is going to stop us be- 
cause of a desire to protect him- 
self.” 


Claire Kohn to Selvage, Lee 
Selvage, Lee & Chase, New York 
public relations consultant for the | 
Wallpaper Council, New York, has 
appointed Claire A. Kohn inforrna- | 
tion director of the Wallpaper In-| 
formation Bureau, which has been 
set up as a source of product and 
fashion information to editors, 
decorators, builders and trade 
groups. Miss Kohn formerly was 
public relations director of Asso- 
ciated American Arts Galleries. 


og 


ADMIRAL 


be 


DESERT BEAUTY—If you go down the 32-mile paved road from Jedda to Mecca in 

Saudi Arabia, this 3’x7’ Scotchlite is the ily sign you'll see along the whole 

stretch. Admiral figures about 1,000,000 piigrims pass the board between May and 
August on their way to the holy city. 


Campbell Launches 
Free Ketchup and 


Tomato Juice Drives 


CAMDEN, April 15—Campbell 
Soup Co. has launched a new pro- 
motion of its tomato ketchup with 
distribution of a special pack con- 
taining “Howdy Doody” labels, 
which enable consumers to get a 
bottle of Campbell’s ketchup free 
when they mail the special neck- 


the consumer. 

The promotion is being featured 
on two television programs— 
“Howdy Doody” (NBC) and “Dou- 


ble or Nothing” (NBC)—on sta-| 


tions in Campbell's eastern, central 


and Virginia territories where the| 


ketchup is distributed. 
Simultaneously, in the western 
and 


promotion—without any _ special 
label makeup—will be featured for 


'Campbell’s 46-0z. can of tomato 
juice. 

“Howdy Doody” display material 
for use in floor displays is being 
made available to retailers. 

Leo Burnett Co., Chicago, will 
nandle the Howdy Doody promo- 

'tion only; Dancer-Fitzgerald-Sam- 
| ple, New York, is the agency for 
Campvell’s ketchup. 


Hospital Patients Get 
New Quarterly Magazine 


| A quarterly called Hospitality, 
band to the company. A coupon | jntended for hospital patients in. 
good for the free bottle is sent to the greater New York area, will | 


be published starting in Septem- 
| ber. Oscar W. Heimlich and Ed- 
| ward M. Ballin, co-publishers, are 
|'guaranteeing a controlled circu- 
lation of 250,000. Advertising rates 
| will be based on $1,925 a b&w 
page. 

| The magazine, which Mr. Heim- 
‘lich said has been approved by 


southern areas where the the Greater New York Hospital 
ketchup is not distributed, a return! Assn., will have a minimum of 32) 
| Pages and will measure 82x11”. | 


Its offices are at 134 E. 59th St. 


National Nielsen Ranking of Radio Shows 
Week of March 7-i3, 1954 


All figures copyright 


Current 
Rank 


EVENING, ONCE-A-WEEK (AVERAGE FOR 


Program 


by A. C. Nielsen Co. 


ALL PROGRAMS) (2,006) 


*The percentage of homes reached (“Nielsen-Rating”) may be determined by comparing | 
the total number of homes reached with 46,646,000, the 1954 Nielsen estimate of total | 


U.S. radio homes. 


1 Jack Benny Show (American Tobacco, CBS) ..........0.00.6cccccccccceteceeeeeeeee 4,944 
2 TW GU CI, GD eicccccccesscees ssi scecsssesssecsiess dcvcencrnepaatad 4,291 
3 Lux Radio Theater (Lever Bros., CBS) ......... Sane 4,151 
“ Our Miss Brooks (Colgate, CBS) .............:.cceceesseeee 3,965 
5 People Are Funny (Mars, CBS) ........cc0000. 3,918 
6 Wy SE TID Cr GRINNED) asics isssncccsdisinssccicsisccccsscessescseasie 3,498 
7 Bing Crosby Show (General Electric, CBS) ................ccccccccsseccesccssssesees 3,219 
8 Godfrey's Talent Scouts (Lipton-Lever, CBS) ..............ccccccccccsececceeeteees 2,985 
9 I TE PIs, IE . asiccnctivscnssnssscnas ciczesesscsossirenevinsesenaes 2,892 
10 Charlie McCarthy Show (Consolidated Cosmetics, CBS) ..........:c00 2,892 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,213) 
1 One Man's Family (Miles Laboratories, NBC) ...0.......0...cccccccseeeeeee, 146 
2 Fibber McGee & Molly (Lewis-Howe, MBC) ........0.00:.00cccccecceseeeceeesenene O52 
3 News of the World (Miles Laboratories, NBC) .....................c0ccccccseeee 2,006 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,773) 
1 Arthur Godfrey (Tomi, CBS) ............eccrcccsssssssccsssscerserssesserssssssesseseases 2,799 
2 Romance of Helen Trent (American Home Products, CBS) ................ 2,752 
3 Arthur Godfrey (Kellogg, CBS) ....ccccccccscssesseseeseensenenneeneeeecrseesenecsseeeans 2,659 
4 Our Gal, Sunday (Whitehall, CBS) ..........::ccccccceccceseeteeteeteceseeteeteeneees 2,659 
5 Fee OE PRR PD CHO GOD cvcecrcccsecesessscsencsccsiesesssscsscisescesensecezsszet 2,566 
6 Aunt Jenny (Lever Bros., CBS) .........ccccsesscssrsssssccssressrseeecerenes conten 2,519 
7 Wendy Warren & the News (General Foods, CBS) ............ 2,472 
| 8 Guiding Light (P&G, CBS) ..........cccccsccsrssssssreressrscsscereseseesesstsesesssssesesseooees 2,426 
9 Breakfast Club (Swift, ABC) ........0..0.... 2,426 
10 Hwee Party (Fiery, COG) nce cccscessccscsicsssscccssssssessnnensessscsnescensesssins 2,379 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (793) 
The Shadow (P&G, R. J. Reynolds, MBS) ...........00.....-cccccccsesseeresseseeres 1,399 
2 Sunday Gatherin’ (8:30, EST, General Foods, CBS) ............::cc00 1,353 
3 Sunday Gatherin’ (9:00, EST, General Foods, CBS) .............:ccccseeeseees 1,259 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,493) 
1 TURNS GE TER CPUC, GOED secessiessccescscvicorencseccceccesesconssonsnvensssoe 2,612 
2 Stars Over Hollywood (Carnation, CBS) ....c..cccccssscesssceeeesecseseeseseeseres 
3 SO FONG THR, FE) cstisisiccsinsccrseccecesoricsnnsoscsescssorse 2,286 


Advertising Age. April 19, 1954 


Fertig Was ‘Fertig’ 
Before He Got Halt 
Started on TV Panel 


New York, April 13—Agency 
president Lawrence Fertig took 
up the cudgel as a critic on “Au- 
thor Meets the Critics” on April 
11, but most of Mr. Fertig’s criti- 
cisms were drowned in the out- 
cry of his antagonists. 

The subject of the program was 
the new book by Elmer Davis, 
“But We Were Born Free.” Mr. 
Fertig was to act as the anti-critic, 
George Hamilton Coombs (radio 
commentator and  ex-congress- 
man) as the pro-critic. Mr. Davis 
was on hand to defend his opus, 
and Vergilia Peterson was the 
moderator. 

Mr. Fertig was able to say that 
he didn’t think the book did a good 
job of analyzing the communis‘ 
problem, and he asserted that Da- 
vis had distorted fact in his re- 
counting of the facts surrounding 
the indictment of Owen Lattimore 
by a grand jury. 


s After that, very little of what 
Mr. Fertig said was completely 
audible. Mr. Coombs immediately 
began to try to corner Mr. Fertig 
on his views on Sen. McCarthy 
and “McCarthyism.” Mr. Fertig 
said he wouldn’t defend all of the 
senator’s methods, but that he 
wouldn’t make a blunderbuss in- 
dictment of them. The adman 
pointed out that the book nowhere 
‘approved congressional commit- 
tees, something the author later 
‘disputed. 

Mr. Coombs launched a spirited 
attack on McCarthy and his sub- 
committee, and referred to the 
American Bar Assn. as a “tower of 
Jell-O.” Mr. Fertig said, some- 
what acidly, that Coombs had de- 
livered “a grand oration.” 

Miss Peterson tried to get the 
critics back on the book. 

Mr. Fertig said that if the meth- 
ods of the Senate Internal Securi- 
ty Committee were attacked, its 
efficiency was destroyed. 


# Mr. Davis interrupted to say 
that he had been there and seen 


‘the committee at work, and he 


wanted to know if Mr. Fertig had. 
Fertig said he had followed the re- 
ports of the committee closely. 

Miss Peterson tried to get the 
critics to other phases of the book, 
notably a section in which Davis 
suggests the importance or neces- 
sity of editorializing in news re- 
porting, in order that strictly in- 
accurate material not be “played 
straight.” 

Davis said he did advocate edi- 
torializing, provided the men who 
did it were competent to judge 
news background. Fertig said he 
thought it was disgraceful, the 
amount of editorializing in the 
news now. He referred to the 
product as “double think.” 


® Miss Peterson interrupted to say 
that time had run out. The camera 
ran quickly over the author and 
critics, who stared morosely at the 
lens as it swept by them. 

Davis and Coombs smoked con- 
stantly during the program; Fertig 


did not. The adman (who was not, 


incidentally, identified as an ad- 


|vertising man but as an author, 
economist and columnist (New 
York World-Telegram & Sun), 


seemed obviously nettled at the 
refusal of his fellow participants to 
let him complete a sentence. 

He attempted to point out the 
duality of the Communist party as 
‘explained by the American Civil 
|Liberties Union, and he tried to 
|emphasize that the Civil Liberties 
‘Union had specifically praised the 
hearings conduct of the Jenner 
committee. 

But most of what Mr. Fertig had 
to say about the book was lost in 
‘a welter of voices. 
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Business Bureau Has 


Busiest, and Best Year 


New York, April 13—National 
Better Business Bureau in 1953 
had the busiest year in its 42-year 
history with a total of 36,782 in- 
quiries, complaints and requests 
for information. 

About 20% of all requests came 
from local better business bureaus, 
and another 50% from _ business 
houses. Bait advertising continued 
to be the No. 1 national problem 
in the field of retail advertising, 
the bureau says. Other major 
problems included vending ma- 
chine promotions, home improve- 
ment schemes, and homework of- 
fers. 

Commenting on cigaret adver- 
tising, the bureau says, ‘““‘There has 
been substantial improvement in 
the believability of cigaret adver- 
tising. During ’53 cigaret adver- 
tisers cooperated with NBBB in 
the voluntary correction of three 
major campaigns. One manufac- 
turer agreed to cease use of a ‘fear’ 
theme which implied that smokers 
could use his brand without any 
possibility of harmful effects.” 
(This was Philip Morris & Co.) 


es “A manufacturer of filter ciga- 
rets agreed to discontinue the use 
of certain claims which, while lit- 
‘erally true, had a tendency to mis- 
lead the public.” (This is under- 
stood to have been Kent cigarets, 
made by P. Lorillard Co.) 

“In another case,” the bureau’s 
report says, “a cigaret manufac- 
turer discontinued a campaign) 
which implied that his brand! 
would have beneficial effects on 
digestion and no irritant effect on 
the throat.” (This is understood to 
have been a Philip Morris cam- 
paign.) 

“There is evidence,” the bureau | 
says, “that the majority of the cig- 
aret industry desires to deal fairly 
with the public, but this favorable 
picture has been marred by the) 
persistence of a few large adver-| 
tisers in continuing to stress de-| 
ceptive ‘health’ claims. | 

“In February, NBBB issued a 
special bulletin condemning as 
misleading the Chesterfield copy 
theme which implied that smoking 
Chesterfields, without qualifica- 
tion as to the health of smokers or 
individual tolerances, is not harm- 
ful,” the bureau pointed out. 


= Last December the bureau pub- 
lished its recommended standards 
for cigaret advertising which 
urged avoidance of questionable 
and confidence-destroying medical 
and health claims through volun- 
tary adherence to the recom- 
mended standards (AA, Dec. 21). 

The bureau also had its best 
financial year. Membership rose 
from 1,656 to 1,747. Membership 
income rose from $214,917.72 to) 
$244,484.12. 


Catalina Spending $300,000 

Catalina Inc., Los Angeles, has | 
budgeted more than $300,000 for. 
its spring and summer advertising | 
program, through Foote, Cone &' 
Belding, Los Angeles. Women’s 
advertising will give special at- 
tention to the “woman with the 
less than perfect figure.” Men’s 
beachwear ads will feature sports 
figures in Catalina styles. For the 
“sweetheart set,” Catalina will 
offer men’s cabana sets matched 
with women’s bathing suits. The) 
schedule, ranging from half-pages | 
to four-color spreads, includes 
Charm, Esquire, Glamour, Harp- | 
er’s Bazaar, Holiday, Life, Made- 
moiselle, The New Yorker, New | 
York Times Magazine, Seventeen, 
and Vogue. 


Foltz-Wessinger Adds One 
Susquehanna Frozen Food Cen- 
ters Inc., Sunbury, Pa., has ap-— 
pointed Foltz-Wessinger, Lancas- 
ter, Pa., to handle its advertising. 


COMPROMISE—Tying in with its medium, Femode Foundations Inc., New York, is 
using car cards like this in buses and subways in Philadelphia and New York. Fairfax 
Inc., New York, is the agency for the foundation garment manufacturer. 


Electric Sign Assn. 
Trust Suit Settled 


WasHINGTON, April 13—The De- 
partment of Justice has negotiated 
a consent settlement ending an 
anti-trust case which charged that 
National Electric Sign Association, 
Chicago, was part of a conspiracy 
io restrain price competition in 


the sale of electric signs which are | 


used for advertising and display 
purposes. 


67 


The case was filed in Decembe: 
1951 (AA, Dec. 24, ’51). In addi- 
tion to the association, it involved 
Maurice R. Ely, Chicago, John K 
Lamb, Cincinnati, and Henry K. 
Lambke, Chicago. 

The defendants were charged 
with having induced manufactur- 
ers of sign parts to refrain from 
selling parts to jobbers who also 
/manufactured electric signs, or 
who sold sign parts to other man- 
‘ufacturers at prices below sug- 
gested resale price. 


Original item 


ing demand. 


200 E. Illinois St. 


ATTENTION - PREMIUM BUYERS 


National advertiser who anticipates million bracket units 
preferred. Sponsor rebate can reach six figures in above 
volume. Testing thousands women indicates overwhelm- 


Box 848, ADVERTISING AGE 


for premium 


Chicago 11, IIL. 


— 
\ 
ah 


ads 


TOP AN ACCIDENT. 


STATE FARM 


6® 


INSURANCE 


WGK 
Beswifel Buy 


with REFLECTORIZED signs and emblems like these 


The ideal material for your advertising emblems and point-of-sale 
signs—‘‘Scotchlite”’ Reflective Sheeting. Longer lasting . . . easier to 
apply ...color-fast and crack-proof. Sticks to glass, porcelain, 
stainless steel, aluminum, and other surfaces usually considered poor 
for applying ordinary sign materials. Furthermore, “‘Scotchlite’’ Re- 
flective Sheeting lasts for years in any climate; is fully reflective to 
give full-color day and night selling power to your trade-mark or 
selling message. Mail the coupon for FREE sample emblem, com- 
plete information, and the name of your nearest dealer. 


BRAND 


' REFLECTIVE SHEETING 


Reg. U.S. Pat. Off. 


SCOTCHLITE 


a eee ee 


COMPANY... ccccccccccccccsvcccccvece 
CITY. coccccccccccccs cLONE.. STATE... 


FREE SAMPLE EMBLEM 


MINNESOTA MINING & MFG. CO. 
Dept. AA-44, St. Paul 6, Minn. 


Please send me complete information and a free 
emblem produced with “Scotchlite” Sheeting. 


“Scotchlite”’ is a registered trademark of Minnesota 
Mining and Mfg. 
Export: 122 F 42nd St., New York 17, N.Y. In 
Canada: London, Ont., Can, 


Co., St. Paul 6, Minn. General 
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Advertising Age, April 19, 1954 


washing machines, irons and all| Do-It-Yourself Ltd It i 
Aq , offered an; American parent company. S - 
sorts of household gadgets. At the “information service on home cessful can its sulting Poon that 


Max Facto " | Bri 
r stand women could get | handyman problems. Britons use the word, “hoover,” to 


Letter from Europe their faces made up free 
. | e e * | descri i 
| One of the most outstanding ex | Two American companies es- | jonrrai The Deland Giolanaie, te 
By Milton Moskowitz | hibits was by a tobacco manufac- tablished branches in Britain in’ fact. lists “hoover” aaa 
“ ferent W.D. & Pt Wills Ltd., 1919. One was Hoover Co., the word ll i 
ONDON, April 13—If British golden. There are 18 of these giant crea~ Which presented through dioramas other was Erwin, | ' 
admen have that frantic look enath ak dis Gee 7 be — and other displays a history of eileenehing hor ag yg Mo than bag ye 
these days, it’s because they are ground. These horses have been devised | *Oking. dence, of course, and today Er- all other British on sr “4 
wondering where that next inch with great ingenuity, for they are 13° | One soft drink firm, with an win, Wasey still handles Hoover | It also sell Se aaa acturers. 
of space is going to come from. M8 and 16’ long... eye on the “American invasion,” over here. Both have prospered. | as : shin ne oe 
Newsprint rationing—coupled with _ And in this Arcadia furious sell- had a huge poster surmounting its) The strides made b Hoover ee i cuusunes cae aan 
the freeing of controls on al- 18 was going on by manufactur- exhibit. It read: “Ask for Kitty | Ltd.—with the help of its a cae \° Gir manufacturers put together. 
most all consumer products—has ¢'s from every consumer industry. Kola...the BRITISH Kola.” |—have been truly amazin = | bog Charles Colston, the man 
put advertisers in a real squeeze. Free samples of toothpaste, cocoa, Finally there was one exhibitor operates all over the world pot ‘its of aa as gyorg om 
They are literally queueing up for Candy, soup. Demonstrations of with the highly topical name of | business far surpasses that of thea | henna 4 ‘monies oa pth 
| 


: space in newspapers. Agencies 
¥ were thrown into a dither recently 
when one magazine canceled all 
‘ spreads. 

3 The scramble for space will be- 
come madder than ever next 
month when cooking fats and mar- 
garine come off the ration. These 
products haven't been marketed 
here under a brand name for 14 
years. And some of the margarine 


brands will be completely new. 
Yet no extra space will be avail- | 
able. 


The government is being pressed | 
from all sides to give some relief. | 
It has authorized the import of 
a further 50,000 tons of newsprint | 
from Canada in 1955. This will be 
gobbled up quickly. Publishers are 
asking at least double that amount 
to enable them to go up to an av- 
erage of 12 pages daily. They are 
now restricted to eight pages. But | 
the government insists that Brit- 
ain’s dollar shortage prevents ad- 
ditional purchases of Canadian 
newsprint. 


We went last month to one of 
Britain’s biggest fairs—the annual 
Daily Mail Ideal Home Exhibition. 
It ran for 25 days and the crowds 
(at 42¢ a head) were so thick that 
none of the 465 exhibitors could 
complain about circulation. 

Exhibition organizers in Europe 
always seem to go all out to please. 
Sir Hugh Casson, one of Britain’s 
top designers (he was in charge of 
Coronation decorations), arranged 
the Grand Hall spectacle in the) 
form of Arcadia. We’ll let the press | 
release give you a view of this: | 

At the far end of the Hall there is a 
grotto representing the source of the 
springs at which the Sun God (Apollo) 
watered his horses at dawn. Above the 
grotto the God is seen driving his chariot | 
athwart the sky. At the opposite end of 
the Hall, Diana, Goddess of the Moon, is | ~ 
depicted withdrawing before the relent- 
less approach of day. 

The horses drawing the chariot are of 
the legendary Pegasus strain, winged and | 


MIGHTY 
MITE 


Big sales often result from 
small visual aids. Salesmer 
like them, and use them, 
because they're easy to carry. 


Ingenuity in design and layout 
can accommodate a great 
amount of factual information 
in a small presentation or 

a pocket-size gimmick. 


For that EXTRA ingredient 
that spells SUCCESS in 
your presentations, exhibits, 
promotions and reports... 
call on Chartmakers. 


Write or ag for booklet 


on Comp ete Visual Service 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y, 
MUrray Hill 8.2760 
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Advertising Age, April 19, 1954 


with the company ' since its start 
j and managing director since 1928. 
Sir Charles retired with the trib- 
4 utes of the British financial press 
ringing in his ears. There was only 
one sour note. Lord Beaverbrook’s 
Daily Express suggested that per- 
haps the American company was 
jealous of its offspring and de- 
cided to force out Sir Charles. No 
proof was offered for this allega- 
tion and Hoover didn’t dignify it 
with a denial. 
I . ° 7 

Another Anglo-American enter- 
prise going great guns is Ford 


from $80,000,000 in 1946 to $300,- 


'Almost completed 


in London’s 


000,000 in 1953. In 1953, Ford ac- Bond St. is the $2,500,000 hotel 


counted for one out of four car 
sales in Britain. 
e * © 

Odds and Ends: A United Na- 
tions commission studying the cost 
of living in 22 different cities re- 
ports that living is cheapest in 
The Hague. Dearest city is New 
| York, where costs are estimated to 
‘be 30% above those in The Hague 
|...How tastes vary: the average 
Englishman ‘buys two ties a year, 
compares to the American male’s 
| 13, and he only has three or four 


‘being built by Knott Hotels Corp. 
'of America. It will have 275 rooms 


and will make a big play for 
American tourists...The British 
government has authorized a 
number of provincial papers to 
import Teletypesetting equipment 
from the U. S. It will be in opera- 
tion here in two months. 


‘Life’ Promotes Thrash 

James Thrash, formerly Phila- 
delphia zone manager of Life’s re- 
tail sales promotion program, has 


director of Hoover. He had been! Motor Co. Ltd. Ford sales leaped | ties in his wardrobe at a time.../been promoted to manager of} 
home appliance merchandising. 
Kyle Cunningham has 
been transferred from the Seattle 


Charles 


offices of Life to the circulation 


department of the San Francisco | 


office to handle publicity and pro- 
motion. 


-Duram Joins Benton & Bowles 
George Duram, formerly with 

‘the Geyer Advertising Agency, 

New York, has been named asso- 


‘ciate media director of Benton &| 


Bowles, New York, and will as- 
/sume responsibility for the General 
Foods media group. 


Somebody 


say something? 


Been some talk about 


who’s biggest in Chicago radio. 


Here are the facts: 


For a long, long time 


* 
’ 


WBBM has always been the 


big station—the top 


performer —in Chicago. 


And 


still is, day and night. 


Daytime: WBBM delivers 


an audience 43.2% 


larger than that of Chicago’s 


next station... larger than 


that of the third and 


fourth stations combined.* 


Nighttime: WBBM’s average 


audience is 27.3°% larger 


than 


that of the next station... 


68.0%. larger than 


that of the third station.* 


’Nuff said ? 


WBBM RADIO 


Chicago's Sowmanship Station 
50,000 watts « CBS Owned 
Represented by CBS Radio Spot Sales 


\ 


# Pulse of Chicago 


+ Pulse of Chicago, Jan.-Feb. 1954 


| 
Wall Street 
was never 


like this! 


= ag 


/WALL ST. ON WHEELS—Merrill Lynch, 
| Pierce, Fenner & Beane is taking Wall St. 
|to suburbia. Its three new buses (‘‘stock- 
| mobiles’) are selling stocks and bonds in 
| 15 communities near New York, Boston 
and Chicago at times advertised in local 
newspapers (AA, April 5). Albert Frank- 
Guenther Liaw is placing the ads. 


‘Score’ Names Judges for 
Employe Report Contest 

The Score, Chicago, industrial 
relations report to management, 
has named five judges for its first 
national contest to determine the 
best annual company report to 
employes during the year, May 
15, 1953 to May 15, 1954. 

They are Kenneth E. Olson, 
dean, Medill school of journalism, 
Northwestern University, chair- 
man; S. R. Bernstein, editor, Ap- 
VERTISING AGE; Car] C. Harrington, 
editor, Mill & Factory; Robert L. 
Bliss, managing director, Public 
Relations Journal, and John A. 
McWethy, assistant managing edi- 
tor, the Wall Street Journal. Sy 


SUNDAY = BULLETIN 
Foresee Tech High School for Racine 


Journal-Times 


SUNDAY 
BULLETIN 


QB Liz 
Retail Zone 


| 90% arcez 


PUBLISHED BY 
THE JOURNAL TIMES CO. 
RACINE, WISCONSIN 
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‘This Is My Best' Has No 
Place in Adman’s Lingo 
To the Editor: 
letter [AA, March 8] from Sam- 
ter’s in Scranton is difficult to 
answer. Not because it is cogent. 
It isn’t. But because of its mer- 
curic and butterfly characteristics. 

In his second paragraph he 
quarrels about the mattress ad I 
praised. In his third he speaks of 
my “attacks.” 

Then he attributes to me, in 
quotes, what I have never said, 
and continues to belabor me for 


saying it, namely: “They don’t 
sell like that any more.” 
I did say: “Most ad_ people 


whose experience has been con- 
fined to the last 15 years simply 
don’t understand selling. . .for they 


IF you can’t tell 
_p_THE DIFFERENCE 


between the masterpiece of a 


craftsman and imitation see our 
JAY P before-and-after samples, free. 


WALK aovertising trpocrapny 


11 E. HUBBARD, CHICAGO 11 e MOhawk 4-6134 


Irving Pliskin’s | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


have never had to really sell to 
get response.” On that I stand. 

Looking at a great many of Mr. 
Pliskin’s own ads hasn’t altered 
my opinion, though I believe his 
ads are on the average somewhat 
better than ads run for most small 
city stores... 

Mr. Pliskin says of admen of his 
group (postwar ad people): “We're 
/ad-wise, we’re budget-wise, we’re 
/sales-wise.” To support his view 
he says: “I know retail admen 
'who have successfully sold over- 
coats in midsummer; others have 
sold swimsuits out of season.” 
I’m sure such things are occa- 
sionally done; usually, however, 
they are due to price concessions 
merchants (buyers) make, not due 
to the irresistible selling that 
“Pliskins” write. 

If Mr. Pliskin were ‘ad-wise,” 
he would have a rigorous set of 
standards to which he would cre- 
‘ate his ads. They don’t evidence 
that. If he were ‘“‘budget-wise,” I 
think he would waste less space 
for weak selling. If he were “‘sales- 
wise,” I think he would put lots 
more sell in the space he uses. 


to servicemen and 


customers. 


Air Force Times 


any questions ? 


If you're wondering how to do business effectively with the consumers 
in the 8 billion dollar U.S. Armed Forces market, perhaps we can help 
you find the answe 


You profit two ways when you sell to the 3! 


r. We can show you the simple, direct ways to sell 
their families through their own Service-controlled 


outlets in the United States and overseas. 


» million Armed Forces 


consumers—from immediate sales and again in the future, when these 
young buyers, as civilians, carry their preference for your brand back to 
the 48 states of the Union. 


The newspapers with the widest Service readership— Army Times, Navy 


Times, Air Force Times and Air Force Daily, the “AMERICAN DAILY” 
in Europe—are the surest way to reach these millions of eager-to-buy 


GET “HOW TO SELL’ DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE. 


nl @ WIDEST SERVICE COVERAGE 


“THE MILITARY 
MARKET” 


The Monthly Trade 
Paper for Military Buy 
ers Everywhere. Wid 
est readership -Lowest 
cost per ad dollar 


Tl Nery Tomes | @ LOWEST COST PER 1000 READERS 


(C) Anny Times = 


@ PUBLISHED IN 12 WEEKLY EDITIONS 
AT HOME AND OVERSEAS 


Of Service). Low COMBINATION RATES FOR ALL 
Newspapers FOUR GREAT SERVICE PAPERS 


» 


ARMY TIMES 
NAVY TIMES 
AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


AIR FORCE DAILY 


The “AMERICAN DAILY" in Europe 


My Scranton fire-ball is like a 
good many store people. He seems 
to have been so busy. identifying 
himself with the success of the 
business he’s with, he hasn’t had 
time to learn all ne could to make 
the business as successful as pos- 
sible through advertising. The bet- 
ter merchandised a store is, and 
the more profitable, the more it 
can afford to waste advertising 
dollars. As a consequence, many 
admen in recent years have been 
hitch-hiking a long sweet ride on 
an irresistibly expanding volume 
in an inflationary economy, in- 
stead of using a period of opulence 
to sell well in the interest of mul- 
tiplying profits. 

And ad youths of today who are 
breaking their arms in self back- 
patting might consider the fact 
that we are now in a $350 billion 
economy. A few years ago it was 
$125 billion. Newspaper circula- 
tions have increased prodigiously. 
Those papers reach more people 
with the highest expendable in- 
come in history. Newspaper rates 
(especially to department stores) 
have gone up less per inch per 1,- 
000 circulation than anything else 
a merchant buys. So stores gener- 
ally have used more linage than 
ever while spending a lower per- 
centage of ad dollars. 

All of which adds up to the fact | 
that ordinary advertising nowa- | 
days often gets extraordinary re-| 
sponse. You don’t have to be good 
to get response in a good paper 
for a good store on good merchan- 
dise. You have to be good only if 
you want to get maximum re- 
sponse. I don’t think Mr. Pliskin is 
getting that. Many stores aren't. 

All the above makes it desirable 
for ad people to be academic 
enough in their approach so they 
can distinguish advertising (that 
sells) from publicity for low prices 
(that offers). When they’re smart 
enough to do that, they don’t 
overestimate the part they play in 
the individual store's, or the na- 
tion’s, economy... 

Perhaps Mr. Pliskin’s overcon- 
fidence leads to the type inversion 
in his ads, and some of the label 
headlines he uses instead of sell- 
ing headlines. Also to his neglect 
to use numerous selling stratagems | 
that have been proved wise to use, | 
over and over again. If his stand-| 
ards were more demanding, per-'| 
haps he would not tell one story 
in a large ad headline, and a dif- 
ferent one in the copy... 

Mr. Pliskin says the mattress ad. 
I complimented (which sold $15,- 
000 worth of merchandise, by the 
| way) had too much copy for the 
| “17 seconds or so an average news- 
| paper ad has to live.” | 

Good ad people do not write | 
to the average time they have 
been told an ad gets from readers. | 
They write for a full reading from | 
‘the logical prospects their ads are 
, successful in selecting out of gen- 
/eral audiences. I chuckle at the 
idea of not using good selling copy 
' because an ad lives 17 seconds! 
| Mr. Pliskin speaks of himself as 
'a “working retail adman,” and) 
refers to my “ivory tower.” I hope 
the stores I am working for on 
both coasts don’t find out that 
I’m not working. Yes—I work, but 
sometimes I also try to think. Mr. 
Pliskin says this is the time “to 
build up. ..retail advertising,” not 
criticize it. Some thinking with his 
work might be profitable to him 
too. For no ad person ever gets to 
the point where he can honestly 
say: “I am ad-wise, budget-wise, 
sales-wise.” And no one in adver- 
tising can ever say, “This is my 
best. I can do no better!” 

CLYDE BEDELL, 

Clyde Bedell’s Service, Park 


| 


‘Tool Builders’ Assn. Suggests 
Inquiry-Handling Method 

To the Editor: An inquiry, re- 
sulting from either advertising or 
| purposes. For the publisher it 
| shows that his book is being read. 
For the advertiser it shows a new 
source of interest in his products 
or services. Thus inquiries are a 
common problem. 

The National Machine Tool 
vertising has studied this problem. 
It has been viewed objectively in 
an effort to increase the efficiency 
of handling inquiries without ham- 
stringing the publishers with an 


unnecessary record keeping. 
These are the recommendations 
of our membership. We trust you 
will accept them in the spirit of a 
cooperative move to get the right 


shortest possible time. 

1. Inquiries should be forwarded 
to the advertisers as rapidly as 
possible. 

Any delay reflects on the ma- 
chine tool builder and might pos- 
sibly be interpreted as a lack of in- 
terest. They should certainly be 
sent out more often than once a 


ager or other person responsible 


editorial matter, serves two basic) 


Builders’ Assn. committee on ad-| 


oversupply of standardization and. 


information to your readers in the 


month. They should be sent to the 
attention of the advertising man-| 
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!following basic data can be made 
/a part of each mailing it will save 
‘us much time and excessive rec- 
| ord-keeping. 
a. Give page number and 
date of issue. 
This, will help to identify 
specific items. Code alone is 
not sufficient, but will also 
be necessary when more 
than one item from an in- 
dividual company appears on 
that same page. 
b. Specify whether editorial 
mention or advertisement. 
A news release or new liter- 
ature offering will often be 
handled quite differently 
from an advertisement. This 
breakdown will help. 
c. Specify subject matter by 
identifying offering. 
In addition to specific refer- 
ence to the machine or tool 
we should have literature ti- 
tles and form numbers when 
available. Our greatest prob- 
lem is finding out what the 
| reader wants. Be specific, 
not general. 

d. Properly identify the 
| reader, his address and title. 
_ When the individual writes 
poorly or omits information 
there is no cure. But when 
he gives legible information 
it should be forwarded. If 


Ridge, Ill. 


writer gives home address, 
his business affiliation 
should be shown. If writer 

| uses title, it too should be 
Many publishers send this in- shown. 
formation out just once and then Now you have the basic recom- 
ask the machine tool builder to re- mendations. Please note that such 
fer back to past issues or corres- | controversial subjects as lists as 
pondence for later mailings. If the against individual inquiries, stand- 


for their handling. 

2. Each mailing of inquiries 
should contain basic data on ma-, 
terial requested. 


AMERICAN 
WEEKLY 


bidhed: 


| THE MARCHING 100 SSS SS 


—_ on ae 


LOUISVILLE 
BELONGS ON 


ANY 


SUPPLEMENT 
SCHEDULE 


DID YOU KNOW? 
In the ten-year period from 1942 to 1952, the Louisville 
Courier-Journal Sunday Magazine grew in advertising line- 
age from 350,000 lines annually to 1,500,000. This growth 
was even above the high average for all the national supple- 
ments. Nearest in lineage growth comparison is This Week— 
from 400,000 lines in 1942 to 650,000 in 1952. 
Send for your free copy of a new factual study of newspaper 


supplements. Write to: Promotion Department, The Courier- 
Journal, Louisville 2, Kentucky. 


THE LOUISVILLE 


— GConricr-Zournal 


- SUNDAY MAGAZINE. 


Sunday Courier-Journal Circulation 303,238 « Member of The Locally Edited Group 
Represented Nationally by The Branham Company 
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ard inquiry forms, date-received| tion we decided to submit as his, 


and date-mailed stamps, etc., have 
been disregarded. These are basic 
recommendations which will help 
your advertisers to process in- 


suggested slogan, “All the news | 


we heard today.” 


tLike everything else here, this 
statement is purely a figment of a 


quiries faster and more accurately, | bibulous evening. 


with the final benefit accruing to 
the reader. | 

It is our sincere hope that from) 
now on, 10 out of 10 publishers. 
will have their inquiry system set 
up along these lines. We can assure 
you that the move will be mu- 
tually profitable. 


JOSEPH T. VINBURY, 
Chairman of the Advertising 
Committee, National Machine 
Tool Builders’ Assn., Advertis- 
ing Manager, New Britain Ma- 


chine Co., New Britain, Conn. 
© . * 


Bibulous Evening Produces 
a Media Quiz for Admen | 

To the Editor: One bibulous 
evening recently a friend, who 
shall be nameless because he toler- 
ates his job, and I were discussing 
media advertising. This friend is' 
faced with the problem of creating | 
an unforgettable hard-selling slo- 
gan for his medium, for which he 
is sales promotion manager. 

In turning, or perhaps I should: 
say “floating,” over in our minds 
the well known sales messages al- 
ready extant in this field, we found 
‘ourselves a little confused in quot- 
ing them exactly. It may have been 
our circumstances that caused the 
confusion, but whatever the rea- 
son, it led to our constructing a 
little quiz for those in the advertis- 
ing profession. 

We are interested in seeing what 
well known media sales messages 
have made the greatest impact on 
the great minds of the profession. 
No prizes will be awarded as this 
is a self-improvement quiz. An- 
swers will be found on Page ... 
[The page following last page in 
this issue]. 

Some payment, not in cash, will 
be made by Gladys at AA. 

1. In Philadelphia nearly every- 
body reads, (and presumably in- 
CREIPOE™ TOE) scduis-ss Hesws 


2. All the squares in Cincinnati 
(gee, that’s hard to spell—try it 
without peeking) read ....... 


3. A. What magazine can also be 
used for sifting flour because it is 
apparently printed on fine wire 
SS kb bN 66455505 44 | 

B. (This answer need not be 
counted unless you need it for a 
good score.) Is this the same screen 
that is cut up and inserted some- 
where in a well known cigaret? 
....--. (Yes or no) (or maybe). 

4. What well known ...... car- 
ries “all the news that fits the 
OME T. 0.043090444.00% 

5. The “Bee-Line” leads to what 
clover-filled valley.* .......... | 

GD hike csecre Valley* may be} 
reached only via the Fifth Dimen- | 
sion. 

7. To create interest but not en-| 
thusiasm which media do you use? | 

8. What medium carries more. 
advertising from one-legged paper- | 
hangers north of Main St. and) 
east of 78th St. than any other?) 
(Note: to be read by media reps 
only—the answer is “all of them,” | 
not the sheet or station you repre- | 
sent.) ....... er | 

D. OW WANS oicss veces (UR) | 
(I knew that would creep in here, 
somehow) go out to get “.......| 
(same sex as before presumably) | 
Day?” (This counts as two ques-— 
tions.) 

1l. “Never underestimate the 
BOWE GE BA sécss 2 #e” What 
medium? ........ (Clue: who is) 
your companion* at home*?) 

12. What magazine published in | 
New York* should change its name} 
to “Media Records” and quit trying 
for newsstand circulation? .............. 
*Clue 
***See preceding question. 

EDMUND KeEnrr, 

Kerr & Gillman, Los Angeles. 

P.S. Oh, yes, after due considera- | 


WHAS-TV Was Winner 
of a Du Pont Citation 

To the Editor: Who stole the 
line of type out of the Du Pont 
Awards story and squeezed 
WHAS-TV out of the picture? 
(AA, April 5.) We were cited for 
“consistently energetic and gener- 
ous support of many civic, health 
and charitable agencies, and for 
success in winning general sup- 


/port for services to the communi- 
A 


Just goes to show I do enjoy 
reading your book thoroughly. 
Victor A. SHOLIs, 
Vice-President and Director, 
WHAS Inc., Louisville. 


Our apologies to a thorough read- 
er, and congratulations to WHAS. 


for SELLING POWER 


—Here’s your Market— 


100% paid-in-advance women subscribers . . . had 
to believe in The WORKBASKET to buy a subscription 
cash in advance . . . and they respond to suggestions 
in The WORKBASKET because they believe in the 
magazine that rates first choice with them. 


The WORKBASKET'S selling power is strong and sure. 


The WORKBASKET 


A Modern Handcraft Publication 
543 Westport Rd., Kansas City 11, Mo. 


NEW YORK, 489 Fifth Avenue, Murray Hill 2-2492 
CHICAGO, 360 N. Michigan Avenue, Andover 3-6929 
PASADENA, CALIF., 234 E. Colorado Street, Ryan 1-9155 
DELAND, FLA., 202 Conrad Building, 1417-W 


In 1948, B. T. Eaton, with his own 160 acres and 225 
rented acres, an extra man and a lot of machinery, sold 
71 hogs, 23,010 lbs, beef, and 67,000 Ibs. milk. 


In 1952, 


working alone, with only his own 160 acres 


and half the machinery, he sold 106 hogs, 26,045 Ibs. 


Farmine today is a complex business. 
Experience and know-how, planning and 
good judgment, making the best use of his 
assets...are as essential for the farmer as 
for any other business man. : 

When his youngest son left to enter 
college in the fall of 1948, B. T. Eaton of 
Liberty, Missouri gave up the 225 acres he 
had been renting, decided to drop wheat, 
corn and row crops, and concentrate: on 
pasturage, a beef-cow herd, and hogs. 

He began to renovate his own 160-acre 
farm, a portion every year. The land was 
deep-plowed, terraced, heavily fertilized, 
re-seeded with grasses and legumes. Ponds 
were built to store water, stop erosion. He 
cut his machinery investment two-thirds, 
reduced expenditures except for fertilizer. 

His fields of bluegrass, alfalfa, fescue, 
brome, and clover are fenced in narrowed 
strips, grazed in season for twelve hours 
only. He has pasture about eight months 
of the year, and harvests 4,000 bales of hay. 
Hay is stored in barns in the field near the 
cattle, for winter feeding. 


beef, and 59,000 Ibs. milk—at a higher net profit! 


In 1952, working alone on his all-grass 
farm, he raised more hogs and beef than in 
1948. His milk yield was slightly lower. 
And his net profits were higher! 


Poe - — — 


No invustry is changing as much, or 
as fast, as farming. And the country’s best 
farmers depend on SuccrssruL Farin 
for news of changes and discoveries—new 
methods, techniques, materials, equipment 
that are practicable, usable, profitable. SF 
is also as much a working manual for the 
farm home as for farm business. 

Today the best farm families constitute 
a major market. A majority of that choice 


Do you know any manufacturer 


who can match this record? 


market is reached by this one magazine! 

SuccessFUL FARMING concentrates its 
1,300,000 circulation in the fifteen farm 
Heart States which supply about two-thirds 
of the country’s foodstuffs. The SF farm 
subscriber has an average cash income 
around $10,000; and three out of four are 
in the top bracket of farms—the 39% that 
get 88% of the national farm income. 

To widen your market, or to balance 
national schedules where general media are 
thin—you need Successrut Farminc! 

Any SF office can show you why. 


Merepitu Pustisninc Company, Des 
Moines.. .with offices in New York Chicago, 
Detroit, Philadelphia, Cleveland, Atlanta, 
San Francisco and Los Angeles. 
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A Plus for Advertisers... 


New Lyrics Turn Ad Jingles into 
Pop Records for the Juke Box Trade 


New York, April 13—There’s no 
need to run to the nearest psy- 
chiatrist if the song pouring out of 
the radio or the neighborhood juke 
box sounds like the haunting 


How Advertisers Use Photg-Reports | 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


strains of a singing commercial. 


_ popular records. 


‘tance of the hit 


| 


You’re not hearing anything ex- | 


cept the music as written—this 
time with different words or an 
instrumental arrangement to con- 
vert the jingle from the advertis- 
ing to the popular field. 


mileage out of musical commer- 
icials has been put to frequent use 
| by Phil Davis Musical Enterprises. 
Several of its catchiest jingles— 


originally composed to extol the. 


values of one brand of beer or 
another—have been published as 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


Y BOARDMASTER Visual Control 
Saves You Time, Money. 


Gives Graphic Picture of Your 
Operations at a Glance. 

Simple to Operate, Type or write 
on Cards, Snap in Grooves. 
Ideal for Production, Traffic, 
Sales, Inventory, Scheduling, Etc. 
Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


> + = © 


$ 50 
Full price 49 with cards 


FREE 24-page Illustrated 


BOOKLET No. V-300 
Write Today for Your Copy 


Without Obligation 


This technique for getting more | 


# So far none of these tunes— | 


which have been promoted mainly | 


in a regional advertiser’s territory 
—has come within humming dis- 
parade, but they 
have added a very attractive plus 
for the sponsors. 

Among the tra! blazers in this 
area were Chiquita Banana and 
Mission Bell wine. which showed 
that a song coud get attention 
from band leaders and juke boxes, 
even if it did start out in life as 
just a lowly sinzing commercial. 
These two got widespread play 
nationally. 

Latest advertiser to send its mu- 
sical commercial into the “pop” 
market is Rainicr Brewing Co., 
San Francisco. Entitled the “Rain- 
ier Waltz,” the cisc was recorded 


-by Les Baxter’s orchestra on the 


Capitol Records ‘abel (studio re- 
cording sales division). This plat- 
ter is a strictly instrumental, elon- 
gated version of the Phil Davis 


singing commercial! introduced last 
‘fall by Rainier as a radio spot. 


s Rainier executives feel that 
many people already associate the 
tune with their beer, even with- 
out words to prompt them. And in 
this case, of course, the title also 
serves as a free plug for the un- 
derwriter of the music. 

Miller & Co., Seattle, agency for 
the western brewer, started dis- 
tributing the “Rainier Waltz” last 
week to juke box operators and 
disc jockeys in Rainier’s market- 
ing area. 

While the Joneses and Smiths 
are hearing this record as enter- 


The Dallas Morning News is the only 
newspaper that effectively delivers the larger, 
72-county Dallas Market—3%4-million 

people with 444-billions to spend. 
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DALLAS’ LARGEST NEWSPAPER 


Circulation, 183,583—Sunday, 190,318 


(Publishers’ Statement: Sept. 30, 1953) 


More people BUY The News . . . more people READ The News . 
more people are INFLUENCED by The News than any other 
North Texas newspaper. 


CRESMER & WOODWARD, INC., National Representatives ¢ New York © Chicago © Detroit © Atlanta © Los Angeles © San Francisco 
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Garsed by Gaylord Schnauzer 


“Dog tired? Any pet is sure to look better, feel 
younger when he gets new DOG-E-STU for dinner! 
It looks and tastes just like home-made stew. Big 
bites of high protein meat and vitamin-rich vege- 
tables make DOG-E-STU a real ‘Sunday dinner’ for 


pets every day in the week"” 


“Hunt no longer for the best food in town! You can 
have it right at home with new DOG-E-STU. Pets who 
get DOG-E-S7iU for dinner will be naturally healthier 
and happier, because it's made with big chunks of pro- 
tein-rich meat and lots of vitamin-packed vegetables! 
Looks and tastes just like the best home-made stew!” 


Looks and tastes (ke 
‘home-made’ stew! 


NEW 
G-E-STU 


a BONNIE product 


OG: -E-STU 


a BONNIE product 


PET PROJECT—California Pet Foods Co., San Francisco, is placing newspaper ads 
like these for its Dog-E-Stu. Other endorsers include ‘Elsie the Chow” and “St. 
Bernard McFadden.” Rhoades & Davis, San Francisco, is the Dog-E-Stu agency. 


tainment, they will continue to be 
exposed to its main theme as a 
radio spot, advising: 
“Rainier, 
There just isn’t a better beer, 
Rainier, Rainier, Rainier, 
You’ll enjoy this beer, this won- 
derful beer; 
Truly fine, truly mild, truly clear, 
Help yourself to a cool Rainier.” | 
The jingle is running on more 
than 10 radio stations. 


= Coincidentally, another adver- | 
tiser has set love song words to his 
radio-tv theme and is releasing 
the song nationally. The advertis-_ 
er: Chock Full O’Nuts. The song: 
“Heavenly Feeling.” 

This one is set to the tune of, 


‘the Chock Full O’Nuts coffee sing-| 


'ing commercial, written by Fred- 
eric Clinton Agency (words) and 
| Bernie Wayne (music). The words 
for the “pop” song were penned by 
_~WMGM disc jockey Bill Silbert. 


Last fall the quick-snack chain | 


‘introduced its Chock Full O’Nuts_ 


| 


brand coffee in the New York. 
market and the agency created the 
“heavenly coffee” spot for use on 
radio and tv. Since then the fol-| 


lowing has become a familiar re- 

frain: 
“Not anyone can make 

That heavenly coffee, heavenly 
coffee, heavenly coffee; 
Chock Full O’Nuts 
is that heavenly coffee, 
At your local chain or grocery 
store.” 


@ This sales pitch is still very 
much in evidence on radio and 
television here. At the same time, 
dise jockeys are beginning to play 
the “Heavenly Feeling” platter, 
recorded by Mary Mayo and the 
“Voices of Tin Pan Alley” on an 
independent label. The “Voices of 
Tin Pan Alley” are literally that; 
when the record was being cut 
song pluggers, song writers, secre- 
taries, messenger boys, publishers, 
etc. in the Brill Bldg. at that time 
were conscripted for duty in a 
harmonizing background. 

There is no suggestion of coffee 
in Mr. Silbert’s lyrics, which 
start: 

“Oh, when you're near, 

I get that heavenly feeling, 
heavenly feeling, heavenly feeling, 

And hold me and give me that 


Phil McClosky, 
Mgr., 
General Advertising 


it ortly takes one 


The PRESS-GAZETTE, a 
great newspaper —a great 
buy. Why? Total acceptance 
by people of the com- 
munity! 100% City 

Zone circulation cuts 
costs, assures results, 
because “It only takes 


one in Green Bay”! 


a GREEN BAY 
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heavenly feeling, 
You must really be an angel 
above.” 
Johnny Desmond and the Mc- 
Guire sisters also are slated to 
record this song on the Decca label. 


a When asked if the national dis- 
tribution being given the record 
means that Chock Full O’Nuts’ 
coffee marketing area will be ex- 
tended outside the New York ter- 
ritory, a spokesman for the agency 
said such speculation was a little 
premature. Indications are that the 
move is not unlikely, as soon as 
the coffee situation gets back to 
normal. 

The current outbreak in the 
beverage jingle-to-popular-song 
movement dates back to 1951 when 
Falstaff Brewing Co. took some 
Phil Davis produced baseball sing- 
ing rhymes and put them on two 
sides of a record. One side featured 
the Davis orchestra, singer and 
vocal group and was called “Fal- 
staff Rhythm”; the other used the 
same theme, with Nemo Paul and 
his Hoosier Ramblers waxing it in 
hillbilly style under the title, “Jive 
in the Hills.” 


m These records were released 
through Falstaff distributors, who 
surprised everybody else and them- 
selves by getting wide circulation 
in juke boxes and a fair play from 
disc jockeys. The lyrics were re- 
vamped, but there were a couple 
of Falstaff plugs left in. 

One Phil Davis client has re- 
versed the technique. Last fall 
Goebel Brewing Co. bought the 
tune called “Cape Cod Girl,” which 
had been around for a while but 
never went any place, and retitled 
it, “That’s What a Girl Appreci- 
ates.”” The song was recorded by 
tv vocalist Denise Lors on a new 
label, Pavis, created by the Davis 
company for the purpose. 

Davis gave the record heavy 
promotion in midwestern, western 
and southwestern areas; it sold 
about 20,000 copies and was carried 
in about 8,000 coin machines. Hav- 
ing established the tune in the 
minds of beer lovers in its distri- 
bution area, Goebel now will use 
the music for a jingle—which is 
what the beer company had in 
mind when it acquired the rights 
to the song. 


a This announcement is one of 
four new singing spots the com- 
pany has ready for the baseball 
season, which finds Goebel’s in the 
sponsor’s box again for the De- 
troit Tigers games. 

Denise Lors has been singing 
out: 

“Brewster! Brewster! What a guy! 
Never bashful, never shy! 
Not the kind who hesitates, 
And that’s what a girl appreciates! 

The Goebel chorus to the same 
tune goes: 

“Have you tried Goebel 22? 
The most delicious tasting brew, 
Smooth and good I tell you, mate, 
It’s beer that folks appreciate!” 


Forest Service Offered 
American Forest Products In- 
dustries Inc., Washington, has is- 
sued its 1954 book of free newspa- 
per mats covering various phases 
of the forestry industry. The book 
contains 28 ads covering forest fire 
prevention, woodland manage- 
ment, and contributions that the 
forestry industry makes to com- 


munity life. AFPI is also offering | 
16mm and 32mm color prints of | 


a 30-minute sound film entitled 
“It’s a Tree Country.” 


Needham, Louis Names Two 

Needham, Louis & Brorby, Chi- 
cago, has appointed Robert J. Noel 
and Nelson B. Winkless Jr. to the 
creative staff of its television and 
radio department. Mr. Noel for- 
merly was radio and tv director in 
the Chicago office of Campbell- 
Mithun, and Mr. Winkless previ- 
ously was with Campbell-Ewald 
Co., Detroit. 


Macmillan Takes to 
Car Cards to Sell 


Books in Four Cities 


New York, April 13—Last June | 
the Macmillan Co. started a test. 
car card advertising campaign in| 
the New York commuter area. It 
was quite a departure for Mac-. 
millan and for the book industry. | 

Last week it elected to extend 
the technique to three other cit-| 
ies—Boston, Chicago and San’ 
Francisco. 

As in New York, the company 
will use a huge 11x84” panel in. 
Boston and Chicago (Macmillan) 
pioneered this size car card). In 
San Francisco, the company will 
use a split run, 11x42”. In all cit-| 
ies, however, Macmillan will pro-_| 
mote the same six books. 

These are Desmond’s “Barnum 
Presents General Tom Thumb”; 
Hutton’s “We Too Can Prosper’; 


Schoonover’s “The Spider King”; 
Cheskin’s “How to Color-Tune 


Your Home”; Lowenfeld’s “Your 


Child and His Art”; and Hylander 
and Johnson’s “Macmillan Wild 
Flower Book.” 

The campaign runs from April 1 


through May 15. It is expected to. 
reach a population area of 22,000,-— 


000. 

Along with the advertising goes 
a merchandising kit for dealers 
which contains posters the same 
size as the car card ad for the in- 
dividual books which may be 
mounted on easels, and “soft 
sheets,” which are reproductions of 
the individual car card ads on 
light paper, which may be folded 
for mailing or used as displays. 

Atherton & Currier is the agency. 


Rubber Papers Name Lyons 
Lawrence M. Lyons, Chicago, 
has been named midwestern rep- 
resentative for Rubber Age and 
Rubber Red Book, New York. 


When you buy the 


TORONTO DAILY STAR 
you reach 452,876 


adult readers and buyers 
in the Toronto A.B.C. 
City Zone 


Source: Sanders Marketing Research 


73 


Complete flexibility 


representatives: 


Finley, Inc, 


Locally-Edited for highest readership 


© Gravure magazine reproduction 


© Maximum savings on positives 


For more information about these 
poper gravure magazines contact one of the following 
The Branham Compony, 
Woodward, Inc., Jann & Kelley, Inc., Kelly-Smith Co., 
Moloney, Regon & Schmitt, Inc., O'Mara & Ormsbee, 
Inc., Scolaro, Meeker & Scott, Inc., Story, Brooks & 


CITY-& COLUMBIA 
LOCALLY-EDITED MAGAZINE OF-@- COLUMBIA STATE 
STORE-@ COLUMBIA 


BUY MAGAZINE CIRCULATION 
THE WAY SUCCESSFUL 
MERCHANTS DO! 


..IT MAKES SENSE...AND SALES! 


“The Locally-Edited Sunday State Magazine has 
regularly proved its aggressive selling power. Our 


sales records clearly tell the story.” 


FRANK A, BROWN, President 
Columbia Air-O-Blind Co. 


Look over the shoulder of a successful Columbia, S. C. merchant. . 


AIR-O-BLIND CO. 


. and 


chances are you'll see the Locally-Edited Magazine of the Columbia State! 


He uses it on Sunday to build sales on Monday. . 


. and all week long! In 


thirteen important markets, merchants have found that magazine advertising 
at the /ocal level pays rich returns in sales. The Columbia State Magazine 
takes your message to 81% of Columbian families, while the leading national 
magazine reaches only 15% of this Carolina market. a 


In addition to saturation coverage, you get complete scheduling flexibility. 
After building a successful sales program in Columbia, you can use it in ail 


the 13 cities served by Locally-Edited Gravure Magazines. Worthwhile pro- 


duction economies are yours, plus maximum savings on positives. 


He has valuable advice for you! 


© Newspaper circulation impact 


13 weekly news- 


Cresmer & 


Why not talk it over with one of the newspaper representatives listed below? 


GRAVURE MAGAZINES 


AKRON BEACON JOURNAL « ATLANTA JOURNAL AND CONSTITUTION * COLUMBIA STATE 
COLUMBUS DISPATCH « DENVER POST * HOUSTON CHRONICLE 

INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL * THE NASHVILLE TENNESSEAN 
NEWARK NEWS « NEW ORLEAN TIMES PICAYUNE STATES 

ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY 
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Kraft Movie Offers Salesmen Sex—and the 
Story of Advertising’s Place in Selling 


Cuicaco, April 14—Kraft Foods | Your Life,” the new vehicle is 
Co., known as a hard and persist-' quite a technical achievement, 
ent merchandiser, is at it again, company movie 
this time with a half-hour color 
movie aimed at 
Kraft’s advertising to the 
pany’s far-flung sales staff. 

Titled “The Other Woman 


measured by 
standards. 
merchandising It begins with a sequence in 
com- which a tall, attractive brunet 
(announced hollowly as “the 
other woman”) emerges from her 
bed, steps out of a negligee, weighs 
in at the bathroom scale and enters 
the shower, where she is shown 
bathing en silhouette. Enough min- 
utes are devoted to this intriguing 
evolution to guarantee the interest 
| of even the weariest of sales con- 
| ference veterans. 


in 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers and 
magazines published 
throughout the country. 


Write for booklet . . . 


'm Somewhere in the process the 
film credits are surreptitiously 
brought in. You learn that the 
“other woman” is film actress 
Trudy Marshall and that the 
movie was turned out by Raphael 
G. Wolff Studios, Hollywood. 

| Only later do you discover that 


165 Church St., N. Y. 
BA 7-537 


rs ESTAR 
a tee 


PRESS CLIPPING BUREAU 


7 
V, 


Compared to that of other 
oil companies, our motor 
oil ratio seems to 
need a good boost... 


That sounds like 
the kind of advertising 

and merchandising problem 
Needham, Louis & Brorby* 
would like to tackle. 


* Here are the clients of Needham, Louis & Brorby 


Campbell Soup Company 
Cummins Engine Company, Inc. 
The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 
Kraft Foods Company 
Macwhyte Company Wieboldt Stores, Inc. 
Monsanto Chemical Company Wilson & Co., Inc. 
Wilson Sporting Goods Co. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 


Morton Salt Company 
The Peoples Gas Light and 
Coke Company 
Phenix Foods Company 
The Quaker Oats Company 
State Farm Insurance Companies 


Chicago 
New York + Hollywood 
Toronto 


“ : oS 


Kraft executives testing cake recipes from 


Dahnke, director of consumer service; J. 


the heroine has more serious func- 
tions—as a wife and mother, and 
as an illustration of the use and 
limitations of advertising. 

Miss Marshall, in fact, turns out 
to be Mrs. American Housewife, 
and the viewer follows her through 
the whole marketing process, con- 
sumer version. This begins with an 
idea—a Kraft ad recipe in a wom- 
an’s magazine. 

After that comes the trip to the 
supermarket, where a number of 
things combine to drive the idea 
out of the lady’s mind. First, 
there’s that choice earful from the 
Town Gossip; then comes the 
wholesale confusion imparted by 
the multiplicity of brands in the 
food mart. This is expressed by a 
brand-congested mat montage—the 
first ever used in a 16-mm. film, 
according to Kraft. 


= Then comes the big question for 
salesmen: Will there be displays 
and point of sale material to get 
Mrs. Housewife back on the prod- 
uct beam? This is termed “carrying 
the news”—from the national! con- 


UNTIL DINNERTIME—After this farewell, 

taken from Kraft Foods’ ad-merchandising 

movie, the heroine sits down to have a 
think about tonight's dinner. 


sumer “idea” ads (“No Kraft ad 
is without an idea’’) to the final 
selling punch at the food-store 
counter. 

This follow-through pitch is the 
main point of the movie. A meas- 
ure of its success is that sales de- 
| partment requests for reprints of 
| Kraft ads have nearly tripled since 
| the first showing at regional sales 
meetings last year. That’s the es- 
| timate given AA by John B. Mc- 
|Laughlin, advertising and sales 
promotion manager, who fathered 
the enterprise. 

In addition, the film devotes 
many minutes to showing the evo- 
lution of Kraft ads, billed as “over 
20 billion messages a year to Mrs. 
America.” Sequences include ad- 
vertising “idea” conferences with 
J. Walter Thompson Co., shots of 
“Kraft Television Theater” how- 
to-make-it commercials, recipe 
tryouts in Kraft’s testing kitchen 
and—once again—the all-impor- 
tant point of sale attractions. 


Mr. McLaughlin emphasized 
that the movie is not intended to 
replace field trips around the 


BITE PLAYERS—This still from Kraft Foods’ ad-merchandising color movie shows 
Tad Jeffery, assistant ad manager; C. G. Wright, v.p. in charge of sales; Marye 


Platt, v.p. in charge of advertising and public relations. 
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written to take out some of the 
heavier company references, for 
possible future showing to social 
organizations. It has already been 
used as a vehicle for selling buyers 
in major food chains on the value 
of in-store advertising. 

Mr. McLaughlin said also that 
Kraft is considering additional 
films to give more detailed cover- 
age of particular Kraft products or 
product groups. 


Cabell Eanes Opens Branch 


Cabell Eanes Inc., Richmond 
agency, has opened a branch office 
in Norfolk, Va. Courtenay E. Mc- 
Curry, formerly account executive 
of Ziv Television Programs Inc., 
has been named supervisor of the 
Norfolk office. 


~re 


Me 


the Kraft kitchen. They are (left to right) 


B. McLaughlin, ad manager, and J. H. 


PENNIES FOR ART 
INSTEAD OF DOLLARS 


More than 300 subjects, more than 
1,000 reproduction prints—art back- 
grounds, design elements, illustrations, 
cartoons, hand lettering, house organ 
elements, utility devices and other 
features including two-color separa- 
tions—that's what you get monthly in 
The CLIPPER. 


‘Kraft sales organization by ad de- 
partment men. 

“It’s simply an effective tool to 
explain how our advertising works, 
and what part it plays in the whole 
Kraft sales effort,’ he told AA. 

“We think it will be valid for 
years to come in the training of 
new salesmen,” he added. 

As for the cost, Mr. McLaughlin 
said frankly that the dollars in- 
volved were high for a _ single 
film—‘but in terms of the goals 
achieved it’s cheap.” Right now, 
Kraft has more than twenty prints 
in the hands of division heads for 
circulation to meetings of its 80- 
odd sales branches in the U. S. and 
Canada. 


ART SERVICE 


TOPNOTCH ART 
AT SCISSOR-TIP 


Monthly cost less than 5 cents per 
subject, not much more than 1 cent 
per production print. Besides all this, 
20 or more ‘‘How to Use’’ samples in 
two or three colors. 


Nita FOR FREE SAMPLES 
MULTI-AD SERVICES, INC. 


# There is another possible use for 
the film. Currently, it is being re- 


demands the utmost skill and 
constant application of a wide vari- 


ety of techniques: here at WASHINGTON 


every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
See ee ea Chicago 6, Illinois 
- FRanklin 2-6343 
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‘Canton Repository’ 
Studies Distribution 


RICHFIELD 


° USES 
of Brands in Area 
Canton, O., April 13—Leading 
instant coffee brands have a wider 
distribution in Canton and Stark 
County than regular coffees. 
According to a survey of brand FOR PEACE 


distribution by the Canton Reposi- 
tory, while one regular coffee 
brand—Maxwell House—has a 
wider distribution (93.6% in all 
stores) than any instant brand, 
the instants lead on the average 
for all top brands. 

The next four most widely dis- | 
tributed brands of regular coffee | 
after Maxwell House are Chase & | 
Sanborn (75.5%); Don-De (43%); 


tvnve 


Sanka (43%), and 7:30 New Blend | nw tecesen esac ~. 
(25.7%). 
The most widely distributed in-| PEACEFUL—With newspapers headlining 


stories about the H-Bomb, Richfield Oil 

Corp. of New York has launched a spring 

newspaper promotion for its 101 Plus gas 

saying, ‘Richfield Uses Hydrogen 

Peace.’’ Morey, Humm & Johnstone, New 
York, is the agency. 


stant coffees are Nescafe (85.3%); 
Maxwell House (78.2%); Borden 
(77.2%); Sanka (56.9%), and 
Chase & Sanborn (54.6%). 


= However, one important factor 
in this picture is that while there 
are only 12 brands of instant cof- 
fee in this market, there are 28 
regular coffee brands. 

The most widely distributed soft ington, has appointed R. Edward 
drink is Coca-Cola, which formerly assistant adver- 


Kal, Ehrlich Names Hoize, 
Adds Burner-Hollomon 


is Hotze, 
placed in 96.4% of 510 of the 517 'tising director of the Washington 
stores in the Canton area. Next is| Times-Herald, director of sales 
Pepsi-Cola, with a 92.7% distribu- | promotion. 
tion. The next three leaders are) The agency has been appointed 
Seven-Up (88.8%); Golden Age to handle advertising for “Wheel- 
(80.2%), and Canada Dry A-Round,” new carry-all for home 
(73.7%). gardeners manufactured by Burn- 

Out of 167 grocery stores carry- ¢'-Hollomon Mfg. Corp., Hyatts- 
ing beer, 91.5% carry Budweiser; ville, Md. Test ads have run in, 
85.5%, Pabst; 84.2%, Old Dutch; | the New York Times and the | 
83.3%, Erin Brew, and 83.7%, | Washington Star and a national | 
Miller’s. Altogether, there are 33 ©@™mpaign will begin in the May > 
different brands available in these issue of Better Homes & Gardens. 
stores. | 

Of 431 stores with frozen food Roanoke Newspapers Elect 
cabinets, 89.8% carry frozen M. W. Armistead III has been 
meats. The most widely distributed elected president of Times-World 


_meat brand is Grand Duchess,|Corp., publisher of the Roanoke 


68.7%. The next nearest competitor; Times and World News. He has 
in distribution is Morton (25.3%) | been publisher of the newspapers 


for 


Kal, Ehrlich & Merrick, Wash-)| 


| Toni to Introduce 
New Liquid Shampoo 
‘in $2,000,000 Push 


| Cuicaco, April 14—A $2,000,000 
ad campaign will be used to launch 
Pamper, a liquid shampoo which 
‘will ‘be introduced nationally in 
June by the Toni division of the 
Gillette Co. 

Pamper will be promoted in a 
series of page and half-page four- 
color ads in leading newspaper 
supplements and will share in 
Toni’s radio and television sched- 
ule. Film commercials, including 
an animated jingle sequence, will 
| be used on tv. 
| Point of purchase promotions 
‘will feature “Gentle as a Lamb” 
|interior display material and win- 
‘dow streamers in full color. 
addition to over-the-counter sales, 
|samples of Pamper will be dis- 
| tributed in Prom home permanent 
kits. 

The introduction of Pamper 
‘gives Toni an entry in each of 
|the three major segments of the 
|shampoo market—lotions, cremes 
'and liquids. Toni makes White 
Rain lotion and Toni creme sham- 
poo. Pamper has been test mar- 
keted by Toni for more than a 
year. 


In * 


KACY-TV, St. Louis, Suspends 
Due to ‘Operating Losses’ 
KACY-TV, St. Louis u.h.f. sta- 
tion, has suspended operations due 
to “a large operating loss” sus- 
tained since the station began com- 
mercial operations on Nov. 23, 
1953. The loss, according to attor- 
neys for the corporation, resulted 
“primarily from the station’s being 


denied the right to carry network | 


programs.” 

On March 4, the corporation, 
Ozark Television Corp., Festus, 
Mo., filed suit in U.S. district court 
seeking triple damages of $2,532,- 
848 against CBS and Signal Hill | 
Telecasting Corp., operator of | 
WTVI, Belleville, Ill., alleging an 
agreement restraining competition. | 


Ad Agency Group to Meet | 

The First Advertising Agency | 
Group will hold its annual con- | 
vention July 7-10 at Three Lakes, | 
Wis. 
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Knox Reeves Boosts 1, Adds 1 

Knox Reeves Advertising, Min- 
neapolis, has elected Loren P. Her- 
der, art director, a v.p. Robert 
Stratton, formerly § advertising 
manager of Northrup, King & Co., 
Minneapolis, has joined the agency 
as assistant merchandising man- 
ager. 


aS 
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The Information Authority 


AIR CONDITIONING BUSINESS 


NEW YORK 
CHICAGO 
BEREA, OHIO 


ABP 


© The Advertising Leader 


| 
| 
| 
| 


followed by Pioneer (23.7%): 
Sugardale (20.9%), and Swanson 
(17.2%). 


Boerner to Seabrook Farms 

Howard Boerner, formerly na- 
tional sales manager of Minute 
Maid Corp., New York, has been 
appointed director of marketing 
and sales and advertising adviser 
of Seabrook Farms Co., Bridgeton, 
N. J. 


since January. He succeeds the late 
Junius P. Fishburn. Other officers 
elected are J. B. Fishburn, from 1st 
v.p. to board chairman, a new 
position, and Mrs. J. P. Fishburn, 
lst. Vp. 


Premium Buyers to Meet 

The 21st annual National Pre- 
mium Buyers Exposition will meet 
May 3-6 in Chicago at the Conrad 
Hilton Hotel. 
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That includes all Retail 
Sales .. . Automotive Sales 
. .. Buying Income . 

Food and Drug Sales. 
Many Advertisers are now 
placing their ‘‘A"’ 
Schedules in the ONLY 
Morning-and-Sunday 
Newspaper in the entire 
33 county area. 


News and Observer 
MORNING & SUNDAY — 
Raleigh, North Carolina 
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117,496 Morning 
126,087 Sunday 
(Publisher's Statement to ABC, 9/30/53) 
x * 


No. 1 Salesmaker in the 
“Golden Belt of the South” 


~~ 


rere . 
» aS Wo 


Yes, “package” 
vacations and bargain 


rates have boosted Miami’s sum- 
mer tourist business way over all 
pre-war winter records—and have 
helped make Florida’s Gold Coast 
a billion dollar year round market! 


This summer make your advertising 
dollars do double duty — Use THE 
MIAMI HERALD to blanket a million 
residents plus a million Gold 
Coast visitors. See your 


SB&F man, today. 


The Miami Herald 


STORY, BROOKS & FINLEY, National Representatives 


JOHN S. KNIGHT, Publisher 


Affiliated Stations — WQAM, WQAM-FM 


The Miami Herald ALONE delivers the Greater Miami Market. 
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Mayers Joins Smith Publishing Fx-Adman Writes of 
Karl H. Mayers, formerly ad- 
How and When to 


vertising manager of Purolator 
Look for New Job 


Products Inc., Rahway, N. J., has 
joined W. R. C. Smith Publishing 
New York, April 13—Guys who 


Co., Atlanta, to represent Southern 
Power & Industry, Southern Hard- 


ware and Southern Automotive got the job: 
Journal in the middle Atlantic 1. One sent a homing pigeon and 
states. a carefully prepared folder about 


himself by special messenger to a 
dozen top executives. A note on 
the cage said, “Release the pigeon 
and he’ll wing straight home with 
your message inserted in his leg 
band.” | 
2. Another printed his business | 
‘record on the back of a book of|®# 
matches and distributed thousands | 
to prospective employers. NEW BUSINESS—Jerry Bess (right), v.p. 
3. This one sent 81 identical | of Frank B. Sawdon Inc., New York agency, 
notes, sealed in 81 bottles, to im-| exchanges knowing looks with Nat L. 
portant executives. The message | Cohen, v.p. in charge of sales for WGR, 
said, in effect: I’m stranded wait- | Buffalo, before signing ‘the largest single 
: ; | schedule of radio broadcasting ever car- 


We grow ‘em here in Central Florida, \ing for rescue, will work for PaS~ | tied on WGR''—o 52-week schedule for 


but we don't race them. | Sage into port. | Robert Hall clothes. The campaign supports 
| 4. A husband and wife team— the opening of five new Robert Hall stores 
art director and_ fashion 
publicity writer—presented them-_| casts per week and ‘‘over 1,000 spot an- 
/selves with a portfolio in the form) "ovncements throughout the year.” 

‘of an engraved wedding announce-_ 


,ment. 
We also grow oranges — the world's | 


greatest supply of them — and cattle.) | poopie who failed to land the 
We don't have many bathing gals or job: 
horse tracks, but we doa lot of work and! 1. This young ad man, “ideally 


make a lot of dough. That's why our qualified” for a fine post, referred anadienel tended hich 
country — Central Florida — is @ year in his final interview with the Big|SPeCacular Incidents whieh are 


‘round pay-off to advertisers. Boss to “the advertising game.” detailed in a new book by ex- 
The Big Boss considered advertis- | ya spain marge Walter Lowen, whose 
ing “a respected profession and placement service has succeeded in 
anything but a game.” | SS oe oro Meigpa Re gna — 

_ : : : into jobs in the pas years. e 

2. This girl sent a single rose book is “How and When to Change 
|Your Job Successfully.” 

According to Mr. Lowen, on the 
walls of whose office is a photo 
inscribed, “To Walter Lowen... 
who does more for them than their 
‘mothers did,” there are several 
criteria for deciding whether to 
change jobs. They include: 


WBT, WBTV Promotes Two 
Virgil V. Evans Jr. and Paul 
B. Marion, both Carolina sales 
managers of WBT and WBTV, 
Charlotte, N. C., have been pro- 
moted to sales managers, respec- 
tively, of WBT and WBTV. 


Race Horses 


Up at Ocala, in the Orlando area, Carl 
Rose grows some of the winners at Hia- 
leah. 


But he never bets a dime on them. 


| by that time was too embarrassed 
even to grant her an interview. 
These are a few of the more 


Orlando Sentinel-Star 
Orlando, Florida 


Nat. Rep. Burke, Kuipers & Mahoney 


a Enough money: “Today the only 
| people who can afford to be con- 
'temptuous of money are the ones 
'who have all they need. One of 
the ingredients of real success is 
having enough money so that we, 
i too, can forget about it.” 
_ Expanding opportunity: “A 
chance to grow in a job as fast as 
you develop the capacity for 
growth is essential to a feeling of 
success.” 
| Security: It may be financial, 
|job tenure, a guarantee of “unfet- 
‘tered actions,’ freedom to live 
'adventurously—but these translate 


in trade shows, stores, windows—day or night 
Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. 

The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28” T V. It holds 30 slides (2" x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. 

For rental or’ purchase terms, wire, write or phone 


THE HARWALD COMPANY, 
1216 CHICAGO AVE. ¢ DAVIS 8-7070 ¢* EVANSTON, ILL. 


THE SPOT | 


=. or _ 


AAMERICAN [fiDECALS 


are your most permanent 


attractive and economical 


SELLING MEDIUM 


DISPENSER 
ADVERTISING SIGNS 
DOUBLE FACE DECAL SIGNS 


eS a Aa 


The Free space on dealers’ windows, truck panels and dispensers 
offer unexcelled potential advertising value. Eye-catching American 
decals effectively and permanently utilize this space to promote your 
brand and product, or service to thousands of shoppers each day. 
They tie in your other advertising efforts at the point of sale and help 
assure continued dealer cooperation. Field tested for durability, 
American decals stay “on the job" for years delivering your message 
day and night. 


FREE! Write today for Free full color brochure and samples. 


=e | American fDecalcomania flo. 


a a ; 


| 


| 


ifield, and they must make it a 


|es. Mr. Lowen recalls the magazine 
|editor who for several months 


Elsworth to Jimmy Fritz 
and in Buffalo and involves 15 10-minute news- | 


| eaiasar- dine oe p, Marketer. Plans call for 
ee oe ae 2S WR t € cnlel item, two dozen frozen oysters on 
of a large sales organization, who the half shell under the brand has been promoted to v.p. and gen- 


‘name Ocean Pearl oysters, to be eral manager of Ingalls-Miniter 
‘launched in a $500,000 campaign 


_ 3907-B Millersville Rd. + 
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'° pereonal eatisiaction: “Only you LOOK what you get 
know if you get real enjoyment analy with GIBSON 


out of the day’s task. Only you Se euaempenes 
know if the job excites you.” 


# Executives, it seems, have a “=== 
tougher problem than most when) 
it comes to job-changing. They 
have to keep up their contacts 
with other executives in the same 


point to be seen in the proper plac- 


failed to get out to lunch at the 
right spots because of chores con-| 
nected with overhauling his book. | 
The word went out, reports Mr. | 
Lowen, that the editor was “hiding __ 
out. or having some trouble on |‘ . 
the job.” “NEW ANGLE—Gibson Refrigerator Co., 

“How and When to Change Your Greenville, Mich., and its agency, Henri, 
Job Successfully” is published by Hurst & McDonald, Chicago, have decided 
Simon & Schuster at $2.95 a copy. to give consumers a “‘down view” of its 
refrigerators in this ad in Better Homes & 
| Gardens and Life this month. Gibson ads 
continue to highlight exclusive features such 
as its ‘‘touch-a-tap” ice tray filler and ice 

water supply. 


Jimmy Fritz & Associates, Hol- 
lywood, has been appointed to 
handle advertising for J. W. Els- 
worth Co., Jersey City, N. J., oyster 
a new 


Agency Promotes Haughey 
W. J. Haughey, formerly v.p., 


Co., Boston. 
to begin about July 1. 


| 


‘Sun-Times’ Orders Vendors | 

The Chicago Sun-Times has or-| 
dered 100 automatic newspaper | 
vending machines from Chicago 
Automatic News Vend Corp. af- 
ter more than a year of experi- 
menting with various models. The 
mechanical newspaper vendors, 
which hold up to 50 tabloids, re- 
lease the newspapers and make 
change. 


Rumpp a Longtime Advertiser 
A caption in the April 5 ADvErR- 
TISING AGE described C. F. Rumpp 
& Sons’ new campaign as its first 
entry into consumer magazines. 
McKee & Albright, Philadelphia 
agency for the company, reports 
that the Philadelphia leather goods 
manufacturer has been using con- 
sumer magazines for many years. 


NATION'S LARGEST TRADE 


YOURS FOR 
THE ASKING! 


Complete Market Data on the 
Fabulous Southwest Market. Gro- 
cery Product Distribution Survey, 
covering 76 grocery classifications. 


TERRITORY 


‘‘Liquor Distribution Survey’’ of 
beers, wines, gins and whiskies 
in a 24 county area. 

Write General Advertising Dept. 


The Z1 Paso Times 
An Indepeadent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


Baxter Joins Book Industries 

Robert E. Baxter, formerly pro- 
motion manager of the San Fran- 
cisco Call-Bulletin, has been ap- 
pointed to an executive position 
with Book Production Industries 
Inc., San Francisco. 


Joins McKee & Albright 


James P. Carey, formerly ad- 
vertising manager of General Elec- 
tric Supply Co., has joined the 
research and merchandising staff 
of McKee & Albright, Philadelphia. 


TWO Separate Newspapers 
— 30¢ Line BUYS BOTH! 


— So inexpensive your salesmen 
can use them as business cards! 


($9.95 per gross 
VVWAB in 8 gross lots) 


Catalog No. A-50 
32” x 3%” choice of 8 colors 


Your name, trade mark or emblem FUSED IN GLASS IN COLOR! 


@ These sensationally low prices are possible only because 
we have made advertising ash trays the “specialty of the 
house.” They are the same high quality as other personal- 
ized Arlington Crystal Giftware sold in better gift shops 
from coast to coast. 


Place your order now or write for samples and complete 
information. 


FOR ASH rears. 7 Volpi ( tybla 


INDIANAPOLIS 5, INDIANA 
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Army, Air Force 
Gird for Annual 
Ad Fund Battles 


(Continued from Page 1) 
Sample. There is some feeling 
among Army recruiters that this 
contract should be extended for at 
least another year. However, “top 
side” has yet to decide whether to 
renew the contract, or invite com- 
petitive bids. 


# On the other hand, Air Force 
recruiters also have some decisions 
to make. “Under the new plan we 
will be responsible for the selec- 
tion of any agency,” they say, “but 
we are reviewing the questions of 
whether we want to have an agen- 
cy of our own, or to use the same 
agency that the Army uses.” 

There has been comparable sta- 
bility in the Army-Air Force re- 
cruiting situation during the past 
two years, following a big blowup 
in Congress over elaborate radio 
and tv plans involving big name 
bands and a schedule of football 
broadcasts. 

Congress said “no” to institu- 
tional ads in mass media, but it 


_ accepted the recommendation that 


the services be permitted to retain 
an agency on a long-term basis, 
instead of going through the an- 
nual competition which was a con- 
stant cause of dissension and poli- 
ticing in the earlier postwar years. 


# While the services still operate 
under a limitation which confines 
their paid advertising efforts to 
the recruitment of technicians and 
specialists, their activities include 
production of two tv programs and 
three recorded radio shows which 
are aired weekly on a public serv- 
ice basis by the networks and sta- 
tions. 

Col. Newton F. McCurdey, chief 
of the military personnel procure- 
ment division, Adjutant General’s 
office, told the House appropria- 
tions committee the services are 
getting back from the broadcast 
industry about $5 for every $1 they 


_ invest in radio and tv shows. 


He said “Talent Patrol,’”’ which 
costs the Army $5,152 a week for 
production costs, would cost a tv 
advertiser $32,152.62, while “Stars 
on Parade,” involving $1,400 for 
talent fees at minimum scale for 
the services, would cost a tv ad- 
vertiser $23,389.50. On an annual 
basis that would mean the services 
pay $340,000 for tv shows that 
would cost $2,888,000 commercial- 
ly. He said the “platter” shows— 
“Proudly We Hail,” “Serenade in 
Blue” and “Town and Country 
Time”—are produced at minimum 
cost and are aired free by more 
than 2,200 radio stations. 


e# The Air Force supplied this 
breakdown of its advertising ex- 
penditures for the current fiscal 
year: Newspapers and magazines, 
$258,000; posters, $19,000; film pro- 
duction and reprints, $136,000; 
booklet-form literature, $15,500; 
direct mail literature, $1,000, and 
television and radio materials, 
$69,000. 

Both the Army and Air Force 
reported they have _ particularly 
difficult recruiting problems for 
the coming year. The Army said 
it hopes to attract 280,000 volun- 
teers, an increase of 40,000 over 
this year’s goal. The Air Force 
said it is stepping up its adver- 
tising because it needs 160,000 re- 
cruits to replace men who enlisted 
during the Korean fight. 

Rep. Errett P. Scrivner (R., 
Kan.), chairman of the appropria- 
tions subcommittee, 


GAIN AND LOSS PERCENTAGES - 52 CITIES 
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AUTOMOTIVE GAINING—February newsp 


of 1954. Financial advertising also showed 


linage measured by Media Records 


shows automotive advertising up 6% for the “month and 8.9% for the first two months 


an increase with a sharp drop noted for 


classified linage both for the month and the year-to-date. 


that he had personally investigated 
the advertising proposals and 
found that the Air Force is obtain- 
ing services of “the top profes- 
sional talent of the advertising 
world.” 

But Rep. Scrivner commented, 
“You can’t sell service to your 
country in the Air Force the same 
way you sell automobiles, refrig- 
erators and radios. 

“Even though you might have 
had the best advertising talent in 
the United States, experience and 
results just have not measured up 
to what we are entitled to expect 
from the amount of money we are 
spending.” 


= He pressed Col. B. W. Arm- 


the Air Force, told the committee | 


strong, of the Air Force director- 
ate of personnel procurement and 
training, with the question, ““What 
form of advertising do you find 
most effective?” 

“The most effective,” the colonel 
replied, “is the combined utiliza- 
tion of all types. There is no one 
you can say is the most effective.” 

When Col. Armstrong admitted 
the services have never been able 
to relate the number of recruits 
they get to specific advertising 
campaigns, Rep. Scrivner com- 
mented he hoped the Air Force 
would have more information 
when it comes back next year. 

“If they are not getting results 


and save the taxpayers’ money,” 
he declared. 


New York, April 15—Strange 
things were happening in Union 
Square this week where S. Klein- 
on-the-Square sent out a picket 
to picket a picket. 

It’s all due to an ad which 
Klein’s ran last week in which it 
offered $89.95 Lewyt vacuum 
cleaners for $52.95. 

A couple of days after the ad, 
Dave Stern, sales manager for 
Gross Distributors, Lewyt’s New| 
York outlet, appeared on the side-| 
walk in front of the department 
store wearing a sandwich board 
which read: “Factory warranty 
valid only when Lewyt is pur- 
chased from an authorized fran- 
chised dealer. S. Klein is not a 
franchised dealer.” 


s Not to be outdone, especially in 
front of its own store, Klein’s soon 
recovered its aplomb and stationed 
its own sandwich board man— 
though not on the same executive 
level as Mr. Stern—with a reply 
which went: 

“Yes! We do warranty Lewyt 
Vacuum cleaners just as we war- 
ranty and guarantee everything we 
sell.” Rubbing salt into the wound, 
the sign carried the cleaner’s list 
price and, in big numbers, the re- 
duced price. 

Whether Klein’s was 
cleaners depended on whether you 
got your information from Klein’s 
or the Gross checkers. Lewyt of- 
ficials were said to be scurrying 
around trying to locate the source 
of the cleaners. 


® Actually, the Klein’s cut price | 


wards of 80% 
vacuum cleaner dealers usually cut 
the list price, and Lewyt cleaners 


selling | 


was nothing to boast about. Up-| 
of New York’s| 


Picket Pickets Picket After Klein‘s 
Offers Lewyt Cleaners at Cut Prices 


Distributors to act. 

Robert Gross, exec. v.p. of Gross 
Distributors, implied that no action 
would have been taken if Klein’s 
had not used cut rate advertising. 
| Another executive at the distribu- 
tor said Gross would be willing to 
sell to the 14th St. department 
store if it would agree not to ad- 
vertise cut prices. 

Questioned about buying a 
Lewyt without a warranty, Mr. 
‘Gross said: “It’s a good risk to buy 
from Klein’s, but the vast majority 
of the public don’t want to buy on 
a risk basis.” 


s Elsewhere in the vacuum clean- 
er business, General Electric today 
took a page in the Daily Mirror for 
an ad headlined: “General Electric 
on ‘Bait’ advertising.” 

Pointing out that there has been 
a flurry of suspected bait advertis- 
ing in the last few weeks, the ad 
tells consumers how to spot bait 
advertisers and asks readers to re- 
|port bait tactics to GE in Bridge- 
| port. 

GE spokesmen said they don’t 
object to the cut-rate price on the 
swivel-top cleaner, since it is a 
discontinued model, but they wil! 
seek injunctions against retailers 
using the cleaner for bait promo- 
tions. 


New York Ad Firms Fork Over Funds 
for Battle Against 3% City Sales Tax 


we might just as well stop them | 


(Continued from Page 1) 
council decided not to run the ad 
on Monday because it was felt 
that the time was not ripe. Mr. 
Clifford said that two ads have 
been prepared and have been 
shown in proof form to the mem- 
bers of the New York Board of 
Estimate. 

The ads would run, he said, 
only “if the tide is running against 
us.” Members of the council felt 
also that running the ads might 
antagonize the Board of Estimate. 

Batten, Barton, Durstine & Os- 
born has been appointed by the 
council as its task-force agency. 

Down at City Hall, Democratic 
administration officials were said 
to be rather annoyed at the selec- 
tion of this particular agency 
which is frequently identified with 
New York’s Republican Governor 
Thomas E. Dewey, as well as Pres- 
ident Eisenhower. The governor 
has been charged with much of 
the responsibility for the tight fi- 
nancial situation which prompts 
the sales tax proposal. 


a Mr. Clifford would not reveal 
the contents of the ads other than 
to say that the gist of one is that 
the proposed tax is driving jobs 
out of New York. 

Elsewhere, AA learned that one 
of the ads as it now stands shows 
an illustration of Father Knicker- 
bocker killing the goose that laid 
the golden egg. Artwork for the 
second ad reportedly shows an 
architect drawing up plans for a 
building in Westchester which 
houses advertising agencies and 
allied trades. 

Mr. Clifford said plans call for 
running the ads in dailies in the 
boroughs, as well as the major 
papers. Neither he nor anyone 
else concerned would reveal how 
much money has been raised. At 
the open rate, a page in all New 
York dailies would cost more than 
$20,000. 

Some large national advertisers 
have advised their agencies that 
they would transfer their accounts 
to agencies outside the city if the 
tax extension was adopted, Mr. 
Clifford said. A Batten, Barton, 
Durstine & Osborn client, billing 
more than $10,000,000, has told the 
agency that it, or the agency, must 
leave New York if the tax is 
passed. 


# Elsewhere, several members of 
the League of Advertising Agen- 
cies expressed some resentment 
over the manner in which the ads 
are signed, and the fact that the 
League—with 44 member agen- 
cies billing from $6,000,000 down- 
ward—was not invited to partici- 
pate by the Four A’s council. 

Louis E. Reinhold, president of 
the league and of Richmond Ad- 
vertising Service, told AA: 

“We think it’s an unfortunate 
oversight that the New York 
council of the Four A’s has not 
seen fit to invite the cooperation 
of the League of Advertising 
Agencies. The League has gone on 
record as being strongly opposed 


The newspaper ad, placed by to the 3% sales tax and has taken 


Young & Rubicam, is scheduled to| Steps to oppose it publicly, as 
run April 19 in the Westchester , have all of its members. 


Group, dailies in Long Island and 
Staten Island, 
Jersey papers ‘and Retailing Daily. | 


‘Mutual Appoints Two 
of WOR recording studios, and 


| ordinat>; 
|Corp., bs 


17 northern New) dividually 


“Some of our members are in- 
contributing to the 
Four A’s fund because we have 
‘a conviction about fighting the 


‘bill. More could have been done 
Thomas P. Duggan, previously | by invitation.” 


Johr /. Buning, formerly ad co-|@ He said he is advising League 
‘or Macmillan Petroleum | members to let their own personal 
ve joined the station re- | feelings guide them in making 
was openly |can be bought for within $1 or so lations department of the Mutual contributions, and added that he 


skeptical about the value of radio of the Klein’s tag at many dealers | Broadcasting System, New York.|is making a contribution from 
and tv shows as recruiting devices. ‘around town. But the cut price Mr. Buning has been assigned to Richmond. 


lis not advertised, and it was the 


the southern area and Mr. Duggan 


s Hyde Gillette, budget officer for advertisement which forced Gross to the west. 


Mr. Reinhold emphasized that | 


tension “is much too important a 
fight for it to deteriorate into a 
battle between the Four A’s and 
the League.” 

One agency owner and League 
member told AA: “I am going to 
send them $10 as a token. I would 
have sent them more if they had 
shown some_ consideration for 
other people.” 


# William K. Beard Jr., president 
of Associated Business Publica- 
tions, sent a 325-word telegram to 
Mayor Robert F. Wagner today, 
expressing “deep concern” over 
the proposed extension, and point- 
ing out that the tax discriminates 
against advertisers using agencies. 
ABP asked permission to appear 
before the City Council finance 
committee to give its views. 

Earlier this week, Frederic R. 
Gamble, Four A’s president, told 
a Board of Estimate hearing that 
local agencies place 55% or more 
of all national advertising and 
that this is done out of conven- 
ience, not necessity. 

Extension of thetax would make 
the city lose some part of its 20,- 
000 advertising agency employes 
with their payroll totalling more 
than $120,000,000. Agencies should 
be stricken out of the miscellane- 
ous services category and should 
be listed as professional, Mr. Gam- 
ble declared. 

Additional protests came from 
Kalman B. Druck, president of 
the New York chapter of the Pub- 
lic Relations Society of America, 
who wrote Mayor Wagner that 
public relations is a_ profession, 
not a commercial service, and as 
such should not be taxed. 

The Board of Estimate is re- 
quired to adopt the city budget by 
April 27. It then goes to the City 
Council, which may reduce or de- 
lete items but may not make any 
increases. 


Hamilton M. Wright 
Dies; Pioneered 
Modern Publicity 


WEst PALM BEACH, Fta., April 
13—Hamilton Mercer Wright, 78, 
president of the Hamilton Wright 
Organization, died April 10 after 
a short illness. 

A pioneer in modern public re- 
lations for foreign countries, Mr. 
Wright had served as president of 
the public relations company since 
1940 when it was established. 
Since World War II his company 
has handled publicity for Italy, 
the Netherlands, Belgium, Czech- 
oslovakia, France, Puerto Rico, 
Venezuela and Chile. 

Born in New Haven, Mr. Wright 
attended the Universities of Mich- 
igan and Colorado. 

In 1903 he began his work in 
the public relations field with the 
California Promotion Committee. 
He subsequently was editor of the 
Overland Monthly, special corre- 
spondent for the San Francisco 
Examiner and editor-in-chief of 
the San Francisco Exposition. 
During World War I, he was a 
correspondent in France and later 
became promotion director for 
Miami. One of Mr. Wright’s sons, 
Hamilton M. Wright Jr., succeeds 
him as president of the public re- 
lations company. 


Robert Adams to Rockhill 
Radio-tv packager Robert K. 
Adams has joined Rockhill Pro- 
ductions, New York. He brings 
with him such shows as “My Son 
Jeep,” which had a brief run on 
tv; “Star Playhouse,” now carried 


(on NBC Radio, and “Manhattan 


Honeymoon,” WABC-TV, New 


the fight against the sales tax ex-! York. 


Spee A ei hee DPW tna: ee S te AS ss target: Ay tN ah PIR Re Pied Soa PVP sek REA aah ty dai we, etic NG AME, Nemmeie Oye aa ri NE ek at Ga ; aod cin eat Ro a APNE RT gba E ROIS, Wy Be Ng er aa Oe ae es On eae seh © tees Bea 
i a tie OR wer Mak da SCPC ec SR Se a east De dsiecar cane Uy Ryman kre 9 eis Ea ng te a Ep Te Seay ee ie pe es ee ian ie ; Apa kee Bode a cag oo a ig Vy cid oe Me Boyt need Chara ee Se la Fa cay bee Ar ae Se ih a Fito ean eran ce 
moe 4 gone Ne te Sor Sp RA RO ge ct NS Bete ee Age Re csc Tam 0) ee Nie Ane ae SNe SEER DRO ya mie Si. eos a arte + gc RNC gS a gies 2 cra ee gee rep cloweeee 7) Sper Wao Meet ata 
Re oe See 2 ae ee POM awa ee > cet Pee Peco 3 Pca alas Pigg rt ig i Reatigg ROGAN Sy aeeah : im a, Se RE at ree Meine we a see a LE er ae een gs 0 ON ies Neg Poa eg oe an A gS ee ae eee aaah eee a hl es. Peat S. T4450 y tp ae cr Pala 
aig ES, age ail aR 4 aR ee tars CL sa Benign: eee i een: Bin Coot ate poe ho MERINO Ns eet Ca taba a sede Weed Ac eels eee Petia Sg ae score Boxee ecm ee . aia: " se Ropeaey fy jie ee gee as de ante Pee a ee. Ns oe aR se Ne 
tae Wee oa a ReneS. ob ey amie OR e Ceuara fy ow Ake Pa a ey 523 ee bao ae he touts, Cth ae a omc, BaP te ae a EME ar Ar an Saco | ca 4 OR ER eon Ne ncacaner Sy TR Pe eee ie claude Ae Soy emt hp vem 
CH a ede eae IMS ag) Sin 2 Or Peas a URE SRY ee Reh IN MIS Ie uw ee ICA Oe eR te ees Ge Ecce at Ba pee RR OS)" SW sae eae a ae aaa a TAM See 50. Roky, ae pe ok a Sa er nae es hae iy, ye Cnn MR ae a 
og te Ped Re Wc eaely LS. A Nile Weis eee gc ne UREA Kes OT Sea k OA & Sree: IS aA MARS a R02 haere coer manne Wen eto Reese = meme ne SL SN ae Chee, a ee fe ae ee SC ieee 
Peake t oes ce oe . et Ea 2 25 Sea Pips Pig ied F Deets te Me : ss ame fa er ds E rine at. Mee, te eee er a die pale eee i at be & z be Sion oe eg perp ects = i hae 
Paes 3 pet Tao ; pai . - ye pe ca teers ; ‘ ‘ San oe Ts ; Gs 3 Se tea Spee. Z pete i Aap ee ares ey 
is ties ae ‘ . s © Seen aN? 
Ree mcr eh 2 
Baye a ely oe a : 
me 
“2, . 
os ee 71 
hal 
; in! eee 
{ T 
: 4: 
J ee 
a MONTH 
i 
a ET TTA | 
7 ed Q Sa 30 : 50 
: RETAR . 1.0 j , 
‘ GENERAL +0! 
; AUTOMOTIVE +6.0 | 
;, | FINANCIAL 42,3 ws 
: } | } — 
5 | -0.2 | | : 
ae | | es 
= 10.1 | | 2 
‘ | | } : 
: | -2.9] | 
iG -2.6 | 
| | = aa 
, * ——— 
| | 
| i 
1 | ; 
| ar ey 
= ty | ne: 
i | | pee 
oT | | » tae 
fe } Gh 
pase 9 | me 
or eae : 
oo — 
ae ee ee ie 
he eae es 
Bae eC ve 
rae J iis 
=. ————————————— a 
Beate | a J 
te a 
at er 
at } : 
“y > r oe 
i wi 
as os 
oo: re 
a { hee 
3 = = r 
“3 
fe 
: 1 
Fe } 
at ‘ : 
: \ 
+ fi 
pees } } ay 
ae | | . 
| c ] ey, 
+ ee ] ah 
— ee 2 
Pr ly 
as | P 
oN, | 
Be—“i;isSCSCsisS 
: } me 
oh ee ES bea 
Ae | ate 
Ae, | eee 
ah in 
Rant ey 
os pee ria 
j 5 fe 
Z 
i r 
te TS oe 
ae “ 
ees 4 
se ry 
: 
oe : 
Fee , 
ier ii 
ae % 
Ee : 
ae ; 
é f : 
=. | ? 
a | : 
nah | 
re " Pi | i 
Being : s 
Tee. : 
a | : 
ee d 
hoa ah 
ve ; 
He ‘ 
i 
a 
* , 
> 
wis 
3 
eee s 
i Be ; 
Bis 3 
sits 
ae 
aaa 
: ; 
Tala 
Qe ' 
ie ee ) 
a 
7 
5 a * ” ’ . : « ‘ ’ . - 


78 


PHOTO REVIEW 


LESS FILLING—E. E. Guttenberg, director of advertising and sales promotion for 
Calvert Distillers Corp., explains the company’s new glass promotion to run from 
mid-April through June. Calvert will offer set of four glasses for “‘less filling lo- 
balls” (short highballs) and a recipe book for $1 (AA, April 5). Media include 
1,053 24-sheet posters in 110 cities, 34,700 car cards in 61 cities, ads in 400 news- 
papers, and spreads in Collier’s, Life and Look. Lennen & Newell is the agency. 


CALIFORNIA 4-AERS—Discussing plans for the Northern California chapter, Amer- 

ican Assn. of Advertising Agencies, during the coming year are the chapter's new 

officers (left to right); Franklin C. Wheeler, Brisacher, Wheeler & Staff, chairman; 

Walter Guild, Guild, Bascom & Bonfigli, vice-chairman, ond Lloyd Myers, Holst, 
Cummings & Myers, secretary--treasurer. 
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ENTENTE CORDIALE—Julien Elfenbein (left), 
editorial director of Haire Publishing Co., 
and Marcel Beaufays, president of the In- 
ternational Federation of the Periodical 
Press, Brussels, Belgium, enjoy a dinner in 
New York te introduce Hamilton Metal 
Products Co.’s Skotch grill. Mr. Beaufays 
has been visiting the U.S. as a guest of 
the State Department. 


APPREHENDED—It took several 87inks guards to make sure that Irving Auspitz (left), 

exec. v.p. of Weiss & Geller, and Lee Schooler, president of the Public Relations 

Board, didn‘t get away with any of the $1,000,000 in cash displayed recently in 

Atlanta for their client, Champagne Velvet Brewing Co., Terre Haute, Ind. The slo- 
gan: “The beer with the million dollar flavor.” 
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= Tovorron ‘Ss TRUCK TODAY... THE ROLL CALL. of owners of fleets of 


rOMORROW'S TRUCK TODAY? _ 
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© WHETR S000. 
Its owners prove this statement! scheaieae . peed 


THE WHITE MOTOR COMPANY: CLEVELAND 1, OHIO For more than 50 years the 


ANNIVERSARY SPLASH—Marking the fifth anniversary of its 
Model 3,000 truck line, White Motor Co., Cleveland, ordered 
this three-page, four-color ad in The Saturday Evening Post, 


April 24. It is the first multiple-page ad to run in the front pages 
of the Post. Other ads will run in Business Week and business 
publications. D’Arcy Adv. Co.’s Cleveland office handles White. 
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FANCY FIBRES—Among the first place winners in the Fibre Box Assn.’s 1954 competition were (top, left to 
right) Kieckhefer Container Co.—the Eddy Box Co. for its tear strip opening box in the distinctive features 
class; Robert Gair & Co. for its diaper hamper in the corrugated or solid fibreboard class; Gaylord Con- 
tainer Corp. for its ten-man disposable tent in the military developments class and Gibralter Corrugated 
Paper Co. for its Colgate floor :‘and in the surface design and printing class. SECOND ROW: Inland Con- 


tainer Corp. for its General Electric garbage disposer box in the small appliance container class; Mengel 
Co. for its beer pack in the carry-home class; Ohio Boxboard Co. for its Rubbermaid floor dispay in the 
floor stands and display class, and Stone Container Corp. for its inner packaging design for packing 
small pieces. The Gaylord tent, made up of four eight-piece sections of water-resistant fibreboard, won the 
grand award. A!l the winners were displayed at the association’s meeting last week in Chicago. 
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Marketing Know-How 
Is Answer to Farm 


Problems: Benson 


(Continued from Page 2) 
centrates have done for the orange 
growers.” 

Earlier, Robert H. Reed, editor 
of Country Gentleman, who in- 
troduced the Secretary, had also 
referred to the stabilizing benefit 
which the frozen food industry of- 
fered the American farmer. 

“Suddenly all the benefits of 
modern merchandising and mod- 
ern advertising are provided for 
the individual farmer’s products,” 
Mr. Reed observed. “Instead of 
having his produce dumped on a 
table in one great unsightly heap. 
unwashed, unpackaged, ungraded, 
unprocessed in any way, the far- 
mer today finds his products mer- 
chandised in every hamlet in 
America with skill and eloquence.” 

Charles Mortimer, president of 
General Foods, emphasized the de- 
velopment of new industries, in- 
cluding the frozen food industry, 
which required ‘“education—in the 
form of hard, aggressive advertis- 


Michigan Four A’s Council 
Elects Slade Chairman 

The Michigan council of the 
American Assn. of Advertising 
Agencies has elected Blount Slade, 
v.p. and director of creative serv- 
ices of Brooke, Smith, French & 
Dorrance, New York, chairman of 
the board of governors and direc- 
tor on the Four A’s national board. 

Other officers elected are Tod 
Reed, v.p. and Detroit manager 
of Ruthrauff & Ryan, vice-chair- 
man; Ernest A. Jones, v.p. of Mac- 
Manus, John & Adams, secretary- 
treasurer; Edward E. Rothman, 
senior v.p. and general manager of 
Campbell-Ewald Co., and Clar- 
ence Hatch Jr., exec. v.p. of D. P. 
Brother & Co., members of the 
board. 


Producers Council Names Fox 

Eldon E. Fox, advertising man- 
ager of Minneapolis-Honeywell 
Regulator Co., has been named 
chairman of the advertising com- 
mittee of Producers Council, na- 
tional organization of building 
products manufacturers. 


PICTURE YOUR PRODUCT 


4,860,705 times a week in New York area homes.* 
HUDSON PAPER does... 

on the Number One television station. 

WCBS.-TV CBS owned, channel 2 


*Family impressions per week, Telepulse of N.Y., March "54 


ing, promotion and publicity—to 


create an acceptance of the idea | 
and then a demand. 


s “There is no more dubious myth 
than the one about the world beat- 
ing a path through the wilderness | 
to the door of the fellow who has | 
a better mousetrap, or a_ better 
anything,” he commented. 

“The world has to know about | 
it first, know how it works, what | 
its advantages are, how much it! 
costs, where it’s available. ..and 
that better be right around the 
corner.” 

Mr. Mortimer said it would be 
misleading to describe the indus- 
try’s future in ringing terms. “Our 
future—just like our past—will 
undoubtedly be concocted of plain, 
down-to-earth problems and op- 
portunities. 

“We'll have to keep improving 
our old products. We’ll have to 
search out inspiration and stretch 
our ingenuity to come up with 
new product ideas. We’ll have to 
cut our distribution cost. We’ll 
have to find a way somehow to 
break the bottleneck of insuffi- 
cient cabinet space in retail stores. 
We'll have to convince customers 
and keep them convinced that they 
should use our products.” 


World Wide Names Beal 

Joseph Carleton Beal, who has 
headed his own business in New 
York, has been named manager of 
the new public service division of 
World Wide Broadcasting System, 
New York. Mr. Beal will be in 
charge of all information activities | 
of WRUL, international broadcast | 
station with transmitter in Scitu- 
ate, Mass., and of World Wide’s 
affiliate, Radio Industries Corp. 
WRUL, which was the Voice of 
America outlet on the East Coast, 
is now attempting to attract Amer- 
ican sponsors as an independent 
outlet. 


Kelly to Modern Hospital 
Raymond J. Kelly, formerly of 
Kelly, Zahrndt & Kelly, St. Louis | 
agency, has joined the home office 
sales staff of Modern Hospital 
Publishing Co., Chicago. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon’s Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00— it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


We'll probably get kidded about this. But we won’t care, if we can help everybody understand — including ourselves 
—why it is that this Studio has grown in eight short years from one man and a camera to twenty-four people and a 


hundred thousand dollars of the finest photographic equipment money can buy. 


We think the answer is restlessness — the inability to accept any assignment we undertake as routine — the conviction 
that we should make every day an opportunity to use all the knowledge and skills accumulated up to the morning of that day. 


We like what we do — we like the challenge of the constant change in photographic processes. 


We're proud of our fine, modern studios and we like to show them to people and show how we use them to meet the 


most exacting requirements of all types of advertising agencies and advertisers, small and large. 


Won't you come over and get acquainted or invite us to call? 


825 WEST WASHINGTON BOULEVARD e CHICAGO 7, ILLINOIS e CHesapeake 3-7560 
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Fox Cities Coverage... 
93% carrier delivered 


STANDARD RATE 
& DATA SERVICE 


APPLETON (1s) 
Post-CRESCENT 


“Appleton « Neenah + Menasha 
12 + Little Chute + Kimber! 
Combined Locks — 


TV Regulars Get 
Evicted as Nets 
Switch Programs | 


(Continued from Page 1) 
about $150,000, is richer tv fare) 
than this company usually goes | 
for. 


es A. J. McGinness, national ad- | 


vertising manager for Firestone, 
emphasized that his talks with 
_NBC have been amicable. He said 
‘the offer to share a three-way 


sponsorship of the Caesar show | 


was one of a half-dozen alterna-. 
tives suggested by the network. 
Nobody is saying what these ‘“al- | 
ternatives” are because some of) 
them probably will involve the | 
moving of other clients. 
One period reportedly offered to| 
Firestone is Sunday at 5:30 p.m., 
_EST, between the “Hallmark Hall | 
of Fame” (which will be cut back | 
‘to a half hour) and “Meet the. 
Press.” 
| 
a Mr. McGinness said Firestone 
executives do not feel that a com- 
edy show is the proper vehicle for 
| their broadcast advertising. He ad- 
mitted that ABC-TV has been 
| knocking at his door with time of- 
fers. 


Home-subscriber 

JAMES L. ISHAM 
Account Executive 
Needham, Louis & Brorby 
Chicago 


says this— 


“for FEATURES that are alw 
the editors seem to hit a high 


Mr. Isham, as you'll note, has h 


—far away from copy-snatchers 
marked copies. 


see. 


written by Clyde Bedell, forme 


“I read Advertising Age for News of the Advertising Field—AA 
presents it promptly, covers it completely and reports it well— 


relevant to my particular problems— 


“for Special Issues that are ‘musts’ for close study.” 


home where he can leisurely get the most benefit from Ad Age 


Whatever your reason for reading AA—you'll get more out of 
every issue, too, by subscribing for home delivery. Try it—and 


BONUS BOOK with Home Subscription 


Clip the coupon below and mail it today. You'll receive a free 
copy of the valuable handbook, “Putting Retail Salesmanship 
into National Advertising”—a reprint of the weekly AA column 


& Company. 
ADVERTISING AGE 
Dept. Al9, 200 E. Illinois St., Chieago 11, Mlinois 
Please enter my 1 year subscription to Advertising Age and 
mail it to my home address. I am to receive FREE a copy 
of the Handbook, “Putting Retail Salesmanship into Na- 
tional Advertising.”* 
My Name — — Title a“ 
Company. — _ 
C) Home t 
(J Company 5 “treet —_ 
City 2: . Recent UD iitiitancapectistiatncaiticmniain 
(0 My check for $3 is enclosed. [] Bill me later. C) Bill firm. 


for Reading 
Ad Age?” 


ays interesting and informative; 
percentage of subjects that are 


is weekly copy mailed to him at 


, over-the-shoulder readers, and 


r Ad Manager of Marshall Field 


|, Firestone 


| which has gone from a 16 Nielsen 


KRAFTY PANEL—How research pays off for Kraft Foods Co., Chicago, was explained 

by company representatives at the American Management Assn.’s National Pack- 

aging Conference in Atlantic City. Left to right are Dr. Hugh H. Mottern, manager 

of the Kraft research laboratories; G. N. Fisher, packaging specialist; Lewis J. Hay- 

hurst, chief of package research; Frank A. Brown, group leader, packaging research, 
and Frank E. Johnson Jr., project leader, packaging research. 


is not expected to,don’t have the stations; CBS and 
,make a decision on the company’s| NBC can deliver more live sta- 
'radio-tv future until several ex-|tions. On the other networks we 
ecutives return from trips. Mean-|have found the station clearance 
while, the company’s summer | not as good; you have to take a lot 
plans are also up in the air. Mr. | of kinescope time,” Mr. Abrams 
McGinness doesn’t know if Fire- | answered. 
jstone will want to keep its time | Speidel declined to talk about 
spot throughout the summer only’ the problem until talks with NBC- 
be lose it in the fall. TV officials have been completed. 
-@ George Abrams, advertising # U. S. Tobacco, whose veteran 
manager for Block Drug, said he | “Martin Kane” series will be 
‘has no desire to change a $12,000 | evicted to make room for the hour 
ishow (“Name the Tune”) for an | “Lux Theater” in late August, is 
'$80,000 (talent only) package, | still negotiating with the network 
even on a shared basis. He added for a new time period. This com- 
|the network is trying to work out! pany has considered legal action 
another time period for the show. | to hold onto the time segment it 
“Of course what we would like has spent most of its advertising 
to do is keep our present show,| budget on for the last five years. 
No suit has been started yet, how- 
rating to a 32 in its present peri-_| ever. 
od,” he said. “The show has re-| One of the few court precedents 
ceived 6,000,000 letters; we got 1,-| occurred a couple of years ago 
000,000 returns from three an-/| when P. Lorillard Co. made a fu- 
nouncements on a box top offer. It | tile attempt to get a temporary in- 
would seem that the public wants junction when a Kent show was 
the show but Mr. Weaver [NBC | asked to move out to make room 
president] doesn’t.” for an Embassy cigaret program. 
“We were just kicked out, like! Later, the same Kent show, “The 
U. S. Tobacco, and there’s nothing | Web,” returned to CBS-TV when 
we can do about it legally because|a good Sunday night period was 
contractually they have the right offered the company. 
to kick us out.” 


_® Reports that a current CBS-TV 
s Asked about the possibility of |advertiser, American Oil Co., is 
moving to another network, Mr. | having trouble holding onto a 
Abrams pointed out that availa-|show and time period were denied 
bilities on CBS are hard to come|this week by Katz Agency. The 


by. account executive for Amoco said 
And what about ABC-TV and | the firm had not been asked to ex- 
DuMont? tend the station coverage for ‘‘Per- 


_ “ABC and DuMont have plenty son to Person” (now sponsored by 
of time and programs, but they Amoco in the East and Hamm 
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Brewing Co. in the Midwest), or 
give up the Ed Murrow interview 
show to Ford Motor Co. 


e On July 5, when CBS-TV cuts 
Arthur Godfrey’s morning simul- 
cast from 90 to 60 minutes to help 
accommodate two new 30-minute 
Procter & Gamble strips—both 
switchovers from NBC-TV—four 
sponsors will be deleted from the 
tv lineup. 

According to reliable sources at 
the network, only one of these ad- 
vertisers—and nobody would say 
which one—falls into the evicted 
category. Two were planning to 
cancel anyway and a third was 
willing to let the contract expire. 

The P&G shuffle also involves 
asking the Garry Moore sponsor 
lineup to move from 1:30 p.m. to 
10 a.m., EST. All except one of 
Mr. Moore’s backers have agreed 
to move, and the network still ex- 
pects to win the reluctant sponsor 
over by July. 


Mittelstadt Joins Tatham-Laird 


Charles A. Mittelstadt, formerly 
an account executive of Campbell- 
Mithun, Chicago, has joined Tath- 
am-Laird, Chicago, as an account 
manager in the contact depart- 
ment. 


Oberholtzer to Gray & Rogers 


Wendell W. Oberholtzer, former- 
ly with the outdoor advertising 
department of N. W. Ayer & Son, 
Philadelphia, has joined the con- 
tact department of Gray & Rogers, 
Philadelphia. 


_AD" MEN 


WHO KNOW GOOD EATING 
Often Entertain & Eat 
AT 
7 
RICKETT'S 
(Chicago Ave. & Michigan) 
- AND - 


LONDON HOUSE 


(Wacker & Michigan) 
| - WHERE - 
FAMOUS “VIENNA” 


- CORNED BEEF 


Is A Regular Menu Feature 


Other “Vienna” Treats are: Franks & Baked 
Beans—Thuringer Sausage & Kraut—Beef 
Tongue & Spinach—Knackwurst & Potato 
Salad—Cold Cuts of “Vienna” Salami & 
Bologna 

- All are Proud Products of - 


VIENNA SAUSAGE MFG. CO. 


Chicago & Los Angeles 


| 
| 
! 


WEST 


vinginia * 


x 
x 


THE OGDEN GROU 


IN PROSPEROUS 


WEST VIRGINIA 


A HALF-BILLION DOLLAR 
MARKET REACHED ONLY BY 


OF WEST VIRGINIA 
NEWSPAPERS 


° ELKINS INTER-MOUNTAIN © FAIRMONT TIMES * FAIRMONT WEST VIRGINIAN 
¢ MARTINSBURG JOURNAL ¢ PARKERSBURG NEWS ° PARKERSBURG SENTINEL 
© POINT PLEASANT REGISTER * WEIRTON TIMES * WELCH NEWS 
° WHEELING INTELLIGENCER * WHEELING NEWS-REGISTER * WILLIAMSON NEWS 


Nationally Represented by GEO. A. McDEVITT CO., INC. 
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FCC Asked to Stop 
Issuing TV Permits 
Until UHF Hearing 


WASHINGTON, April 
asked the Federal Communica- 
tions Commission to stop issufng 
tv construction permits. until 
Congress has an opportunity to 
investigate the serious economic 
problems which are injuring tv 
enterprises in the “high” band. 

The association’s petition to the 
commission did not indicate what 
the broadcasters hope to achieve 
from a congressional investiga- 
tion, but the association told the 
commission that the hearings 
which are scheduled for May 4 
by the Senate interstate com- 
merce committee may lead to 
important policy decisions. 

There are reports here that some 
of the u.h.f. broadcasters expect 
to ask Congress to force FCC to 
move all tv to the “high” band, as 
the only workable solution to the 
economic problems of the u.h.f. 
industry. 


# Meanwhile, FCC this week got 
back two more u.h.f. construction 
permits. This brings to 51 the 
number of u.h.f. permits sur- 
rendered by disillusioned tele- 
casters. A total of about 300 u.h.f. 
permits have been issued. The 
commission has also received back 
12 permits for the v.h.f. band. 

High band operators say they 
find themselves at a serious dis- 
advantage in most communities 
where there is any v.h.f. competi- 
tion. Besides widespread com- 
plaints about the cost and quality 
of the u.h.f. receiving equipment 
offered to the public, the tele- 
casters say they have a difficult 
time getting attractive network 
programs. 

In many instances, they say, ad- 
vertisers hesitate to buy time on 
u.h.f. stations with less coverage 
than v.h.f. stations in neighboring 
communities. As a result, listeners 
located in u.h.f. communities find 
they must rely on v.h.f. signals 
from neighboring communities in 
order to get top-notch network 
shows. This leads to an endless 
cycle, with v.h.f. audiences build- 
ing up, and the u.h.f. audience 
always lagging, and less attrac- 
tive, than the v.h.f. audience. 


= Most u.h.f. telecasters reject 
the proposal that FCC try to 
solve the problem by adding three 
or four more channels in the v.h.f. 
band, and abandon the 70-odd 
u.h.f. channels. They point out 
that set-owners would still have 
to buy converters in order to tune 
in channels which are not included 
in the existing v.h.f. sets. 

Unless FCC were to resort to 
stringent tightening of network 
monopoly rules—to prevent v.h.f. 
stations from carrying programs of 
more than one network—the only 
solution, these operators say, is to 
abandon the 12 v.h.f. channels and 
put all stations on an equal basis 
by moving the entire tv system to 
u.h.f. 

While there will be some sur- 
vivors, they say, failure to act 
drastically at this time is sure to 
result in widespread bankruptcy 
among the u.h.f. operators. Right 
now, they say, “‘u.h.f. is on the way 
to becoming another f.m.” 

This pessimism, 
said, is not universal. A number 
of u.h.f. operators, including some 


who compete with v.h.f., are doing 


nicely. They are saying that the 
forthcoming hearing can only ad- 
vertise the problems of u.h.f., and 
create more uncertainty among the 
public, and among advertisers. 


s While u.h.f. operators hold FCC 


15—The | 
Ultra High Frequency Assn. today | 


Last Minute News Flashes  4¢vertisers Queue Up as Time Inc. Sets 
Aug. 14 Target Date for New Sports Book 


Medico Pipes Sets Drive for Filter Cigaret Holder 


New York, April 16—Medico Pipes Inc. will break its first national 
| advertising on its new Medico Filtermatic cigaret holders in The Satur- 
day Evening Post April 24. The New Yorker, This Week Magazine and 
six to ten Sunday supplements will also be used in a three-month cam- 
paign. The product was successfully tested on a cooperative basis in 
local newspapers in several California cities during the winter. E. T. 
Howard Co. is the agency. 


Wheelock’s Dillon Joins Cecil & Presbrey 


New York, April 16—Clifford Dillon, formerly v.p. and copy direc- 
tor at Ward Wheelock Co., has joined Cecil & Presbrey as v.p. and cre- 
ative director. 


Borg-Warner Introduces Plumbing Fixture Line 


Cuicaco, April 16—The Ingersoll Products division of Borg-Warner 
Corp. is introducing a new line of plumbing fixtures and has named 
Christopher, Williams & Bridges, Chicago, to handle advertising for 
the line. Trade publication ads will break next month, and consumer 


achieved. 


Desert Tan Account Moves to Abbott Kimball 


HempstTEaD, N. Y., April 16—Desert Tan Inc., manufacturer of Desert 
Tan sun tan products, has appointed Abbott Kimball Co., New York, 
for advertising and merchandising in the U. S., Canada and other ex- 
port markets. Tracy, Kent & Co. is the previous agency. 


New York Coke Bottler Switching to Hilton & Riggio 


New York, April 16—Coca-Cola Bottling Co. of New York is ex- 
pected to announce shortly that it is switching its account from Wil- 
liam Esty Co. to Hilton & Riggio. 


Fensholt Names Aitchison; Other Late News 


e Robert S. Aitchison, v.p. of Saunders, Shrout & Associates, Chicago, 
and former editor of Industrial Marketing, has been appointed a v.p. 
of Fensholt Advertising Agency, Chicago. 


e Earl Palmer, Washington regional manager for the Airtemp division 
of Chrysler Corp., has been named national sales promotion manager 
of the division, with headquarters in Dayton. 


e The House interstate commerce committee will hold public hearings 
May 19-21 on H.R. 1227, sponsored by Rep. J. R. Bryson (D., S. C.), 
prohibiting liquor advertising in newspapers, magazines, direct mail, 
radio and tv. A similar bill, S. 3294, was introduced in the Senate 
Wednesday by Sen. William Langer (R., N. D.). 


e Glen McDaniel, president of the Radio-Electronics-Television Man- 
ufacturers Assn., pleaded Friday with the Senate finance committee 
for emergency legislation to lift federal excise taxes from tv sets. Re- 
porting industry employment down sharply, he said color tv is “a mon- 
ster’ which is disturbing the industry. 


e George L. Staudt, advertising manager of Harnischfeger Corp., 
Milwaukee, has been appointed chairman of the constitution and by- 
laws committee of the National Industrial Advertisers Assn. by Wil- 
liam C. Sproull, NIAA president. 


e Motorola will break its summer consumer promotion for portable 
radios with color pages in the May 24 issue of Life and the June issue 
of Holiday. A plastic beach mat will be offered free to radio purchasers. 
Trade advertising runs this month. Ruthrauff & Ryan, Chicago, is the 
agency. 


magazine ads are planned when adequate distribution has been | 


New York, April 15—It looks as 
if you can definitely count on see- 
ing that new Time Inc. 
weekly about Aug. 14. 

What its name will be, no one 


\ 


ALIVE AFTER FIVE—This gal in the Rappi 
original is a secretary who's not too tired 
after a day’s work to get dressed up for o 
formal date at the Plaza because her new 
Remington Rand electric typewriter did the 
work for her. Leesford Advertising Agency, 
New York, prepared the ad to run in 
Charm, Glamour, The Secretary and To- 
day’s Secretary in May. 


Murrow’s McCarthy 
Crusade Has Alcoa 


‘Uncomfortable’ 


PritTsBuRGH, April 16—I. W. Wil- 
son, president of Aluminum Co. of 
America, which has been caught in 
the middle of Edward R. Murrow’s 
crusade against the communist- 
hunting methods of Sen. Joseph R. 
McCarthy, told stockholders yes- 
terday that the controversy has 
caused the company some “uncom- 
\fortable moments.” 
| On his March 9 “See It Now” 
|show, sponsored on CBS-TV by 
|Alcoa, Mr. Murrow recapitulated 
'the Wisconsin senator’s rise to 

fame with film clips and sharply 
criticized his investigation meth- 
ods in a closing editorial. Later, at 


sports | 


it should be. 


years ago, FCC recagnized the up- 
hill fight that u.h.f. faced, and it 
announced that u.h.f. applications 
for “unserved” areas would have 
a priority so that u.h.f. would get 
on the air first. 


@® The FCC’s plan soon broke 
down, however. Telecasters re- 
cognized that v.h.f. channels would 
be more valuable because high 
quality transmitters and receivers 
were readily available, assuring 
wide coverage and large audiences. 
Dozens of v.h.f. “fights’’ were set- 
tled by merger and u.h.f. operators 
found v.h.f. stations were getting 
on the air almost as rapidly as 
they were, and that the v.h.-f. 
stations were getting the network 
programs and audiences. 

There have been a number of 
u.h.f. success stories, but there 
have already been painful losses, 
too. And the feeling here now is 
that there are even more painful 
ones to come. 


Fawcett Shakeup 
Follows Suspension 


of ‘Today’s Woman’ 


New York, April 16—Among the 
55-odd people hit by last week’s 


True, which recently passed 2,000,- | wr. Murrow’s invitation, Sen. Mc- 
000 in circulation, and William H. Carthy appeared on the show to 
Paul, promotion manager of True | answer the charges; his answer ac- 
Confessions. /cused Mr. Murrow of having “en- 


The Fawcett management said gaged in propaganda for commu- 
today that no replacement has yet | nist causes.” 


been named for Mr. Nelson, but 


that Marjorie Lent, formerly pro- 
motion manager for Today’s Wom- 
an, has taken over Mr. Paul’s 


/@ Mr. Wilson said Aluminum Co. 
‘of America was giving a great 
‘deal of “careful thought” to the 


former position. itv program. Arthur P. Hall, v.p., 

It also developed that “a number | said that Alcoa had received about 
of other publishers” are interested | 4.000 letters and cards as a result 
in buying part or all of Today’s | of the controversy. The first batch, 
Woman’s subscription list, which following Mr. Murrow’s analysis 
was placed at about 550,000 names. | of Sen. McCarthy’s career, were 


announcement of the closing of 
|Today’s Woman by Fawcett Pub- | 
\lications was Joseph M. DeLone 
Jr., advertising manager. At the 


partially responsible, they admit|same time, however, two officials | 
the present difficulties could not|on other Fawcett magazines were 
be entirely anticipated. When the| without jobs. They are Clarence E. 
construction freeze was lifted two' Nelson, advertising manager of 


No deals have been closed yet. 


e® A report that H. L. Hunt, 
wealthy Texas oilman, intends to 
buy Today’s Woman from Fawcett 
was denied by Mr. Hunt’s office. 
AA was told that “he isn’t inter- 
ested in Today’s Woman at all.” 

(A rumor that Mr. Hunt was 
buying Mutual Broadcasting Co. 
and General Teleradio was denied 
by Thomas F. O'Neill, Mutual 
president, who called the report 
“fantastic” and added that “it 
should be consigned to the oblivion 
it so richly deserves.”’) 

Meanwhile, Gordon Fawcett told 
AA that he doubted if any sale 
involving Today’s Woman “will 
be culminated.” 


EDMUND B. SMITH 


HARTFORD, April 


publicity manager for Veeder- 
Root Inc., manufacturer of count- 


16—Edmund | 
Barrie Smith, 75, advertising and | 


| three-to-one in favor of the CBS 
‘commentator; the second flow fol- 
lowing the senator’s rebuttal ran 
two-to-one in favor of Murrow, he 
said. 

An Associated Press report that 
Sen. McCarthy’s bill for the film- 
ing of his answer to Mr. Murrow 


(AA, April 12) had been sent to! 


Alcoa and forwarded to CBS-TV 
was denied. Sen. McCarthy, who 
was billed by Fox Movietone News, 
which filmed his reply, had not 
forwarded the statement to CBS or 
Alcoa at press time. 


Business Publications Cited 
More than 300 business publica- 
tions have been cited by the Ad- 
vertising Council for “their most 
generous advertising support” of 
council campaigns since 1949. 
Nelson Bond, v.p. and director of 
advertising, McGraw-Hill Publish- 
ing Co., has been awarded a copy 
of the council’s resolution in his 


could say with any assurance. A 
new dummy, prepared this week, 
still used the code name “Muscles” 
in its press sheets. MNORX (typ- 
ographic equivalent of “sport”) is 
| still used as a talking title, and the 
|likelihood is that Time would still 
\like to call the book “Sport” if 
it could just induce Macfadden to 
release the title. The new dummy 
is titled “Dummy.” 

| But it’s probably significant that 
| enough advertisers wanted to be 
| Tepresented in the second dummy 
of the sports magazine to warrant 
‘a split run of the dummy, thus 


’ , 
accommodating all the advertisers. 


|@ As of the end of February, the 
magazine had _ approximately 
'$600,000 in firm orders on the 
| books. Among the advertisers who 
have laid it on the line are such 
companies as Ford Motor Co. and 
Lucky Tiger Mfg. Co.—which not 
only signed up for a schedule but 
sent copies of the original dummy 
to all its brokers. 

The second dummy shows sev- 
eral changes from the first run, 
including a considerable shot of 
non-staff material by such head- 
liners as William F. Talbert and 
Budd Schulberg. It still shows a 
certain fondness for esoterica—it 
has color pictures of jousting. 

But the publishers’ letter has a 
note of certainty. H. S. Phillips Jr. 
gave a two-part answer as to why 
the magazine was midwifed at this 
point: 


e “The first is simply that it had 
never been attempted before, and 
it became our purpose to give to 
America its first national weekly 
of sport. 

“The second is that ‘the season 
and climate’ and need for such a 
publication seemed most propiti- 
ous for this adventure. For the 
world of sport today is far more 
than the game you play...Sport 
is the central theme in a new pat- 
tern of our American life that has 
stimulated such terms as ‘the new 
leisure,’ ‘casual clothes.’ Because 
this magazine has its roots in the 
social and economic trends that 
are revolutionizing American mar- 
keting today, we feel it should 
serve its advertisers well...” 

Tentative newsstand plans call 
for the new sports weekly to hit 
the stands on Thursdays. Time, 
which now appears on Thursday, 
will be moved forward to Wednes- 
day. Life, which used to appear 
'on Thursday only in the summer, 
‘will also appear on Thursday the 
year round. 


Saigh Bids on Printing 
Equipment: May Start Paper 

Fred M. Saigh, former owner of 
the St. Louis Cardinals, is attempt- 
ing to buy the mechanical equip- 
ment of the old Washington Times- 
Herald. If he gets the equipment, 
he plans to start an evening news- 
paper in St. Louis, Mr. Saigh re- 
vealed. The city now has the eve- 
ning Post-Dispatch and morning 
Globe-Democrat. A third newspa- 
per, the evening Star-Times, was 
published in St. Louis until June, 
/1951, when it was purchased by 
‘the Post-Dispatch. 

Philip Graham, publisher of 
the Washington Post & Times-Her- 
ald, revealed that the Post recently 
purchased the Times-Herald pres- 
ses, after selling them to Col. Rob- 
ert R. McCormick when the Post 
bought the Times-Herald. Mr. 
Graham did not indicate what ac- 
tion would be taken on Mr. Saigh’s 
offer. 


Geis Joins Farson, Huff 
Richard M. Geis, formerly ad- 
vertising and sales promotion 
manager of Schaible Co., Cincin- 
nati, has been appointed an account 


ing and computing devices, died | capacity as chairman of the busi-| executive of Farson, Huff & North- 


April 13 at his home here. 


/ness paper advisory committee. 


| lich, Cincinnati. 
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Wertham’s Review of Comics Books 
Roasts Chillers as Crime Texts 


(Continued from Page 2) girl about to be blinded. 
muscled Nordic he-men dominate; “Whenever I see a book like this 
the stage. They contain such de- in the hands of a seven-year-old 
tails as one girl squirting a fiery boy, his eyes glued to the printed 
‘radium dust’ on the protruding page,” Dr. Wertham writes, “I 
breasts of another girl (‘I think! feel like a fool to have to prove 
I’ve discovered your Achilles’ heel, | that this kind of thing is not good 
chum!’); white men banging na-| mental nourishment for children!” 
tives around; a close-up view of| Where the perusal of crime com- 
the branded breast of a girl; a/ics by children does not result in 
‘overt acts of delinquency, the hab- 
‘it, Dr. Wertham says, culminates 
in the moral disarmament of 


JUST ASK FOR MARIE: 
-Call WAbash 2-8655 and ask >for 


respect for women as women and, 
not merely as sex objects to be! 
bandied around or as luxury priz- | 
es to be fought over,” he asserts. 

Subsequently, Dr. Wertham de- 
clares that the “atmosphere of 
'crime comics books is unparalleled 
in the history of children’s litera- 
ture of any time or any nation. 

“It is a distillation of vicious- 
ness. The world of the comic book 
is the world of the strong, the 
ruthless, the bluffer, the shrewd 
deceiver, the torturer and thief. 
All the emphasis is on exploits 
where somebody takes advantage 
of somebody else, violentally, sex- 
ually or threateningly. 

“It is no more the world of 
braves and squaws, but one of 


youngsters. 


Marie Maize on your next multi- 
rope or 


punks and molls. Force and vio- 
lence in any conceivable form are 
romanticized. Constructive and 
creative forces in children are 
|channeled by comic books into de- 
‘structive avenues. Trust, loyalty, 
confidence, solidarity, sympathy, 
‘charity, compassion are ridiculed. 
Hostility and hate set the pace of 
almost every story. A natural sci- 
entist who had looked over comic 
books expressed this to me tersely, 
‘In comic books life is worth noth- 
ing; there is no dignity of a hu- 
man being.’” 


s “The influence” of such reading 
is “blunting the finer feelings of 
conscience, of mercy, of sympathy | 
| for other people’s suffering and o 


praph, ‘fab. Qu . 
mailing job 

livery, fat and 

of experienced 

always in ue os ie 


Inc., 431 S.- 


(Now in our mn beg successful year.) 


a What are the results of ali this? 
Among them, Dr. Wertham re- 
ports: 


e “Realistic games about torture, 
unknown 15 years ago, are now 
common among children. 


pen a 
another 


DAVENPORT FIRST” 


The large, ultra-modern Sears, Roebuck 
and Company retail store now under 
construction in Davenport proves once 
again that Davenport is the shopping 
center of the Quad-Cities — and 


e “Up to the beginning of the 
comic book era there were hardly 
any serious crimes such as murder 
by children under 12. 


e “Nobody knows exactly how 
'many juveniles under 21 commit 
murder in the U.S. But it is two 
or three a day.” 


y . . e And he tells of the small boy 
= one of the most important in lowa! reader of such comics, who when 
and asked what he wanted to be when 


he grew up, replied, “I want to be 
'a sex maniac!” 

Comics books, the doctor adds, 
/also make many children unhappy 
with the “scare” advertising they 
|carry about blackheads, acne, un- 
| der-developed or otherwise “prob- 
lem” breasts, over-weight and un- 
| der-weight. 
| Comics, moreover, carry ads 
which “use any device known to 
|advertising writers to fascinate 
|children with weapons.” 


DAVENPORT NEWSPAPERS 
aa FIRST By ADVERTISING LINEAGE 


N QUAD-CITIES AND IOWA 


Only Davenport Newspapers Provide 
Effective, Home-delivered Quad-City Circulation 


ee DEMOCRAT ‘ Evening DAILY TIMES 
-o Sunday DEMOCRAT & TIMES 


‘3 Serving the Quad-Cities: ° 
\VENPORT, 1OWA; ROCK ISLAND, 
EAST MOLINE, ILLINOIS. 


HEADQUARTERS: DAVENPORT, ig 
epresented Nationally i JANN & KELLEY. 


. Dr. Wertham, who regards the 
comics books industry as having 
“greater and more widespread in- 
‘fluence on children...than any 
| other public or private agency,” 


forbid the display and sale of crime | 


[Proposes that laws be passed to) 


UMPA MEANS MINK—Town & Country is 

fur pieces to celebrate the 20th anniversary of UMPA—the United Mink Producers 

Assn., Janesville, Wis. The marketing group, now numbering 240 members, started 
in 1934 with eight breeders. Its newly named agency is Brady Co., Appleton, Wis. 


carrying this spread showing luscious mink 


comics to children under 15. 

He is convinced that industry 
self-regulation won’t work. He 
cites one book carrying a code on 
the inside cover which ruled out 


the showing of blood, and a page. 


later showed blood coming from a 
man’s face. In this instance, fol- 
lowing a protest by Dr. Wertham, 
the publisher printed the next 
aumber of the publication in which 
blood was shown in four pictures 
and the code was left out. 

Television, which is treated in 
one chapter, is viewed as “really 
comics that move.” Again, he 
says, “Television has taken the 
worst out of comic books, from 
sadism to Superman.” 


a But on a larger scale, Dr. Wer- 
tham concludes: 

“There is at present in all me- 
dia, especially as they affect chil- 
dren, a pattern of violence, brutal- 
ity, sadism, blood-lust, shrewd- 
ness, callous disregard for human 
life and an ever-renewed search 
for sub-human victims, criminal, 
racial, national, feminine, political, 
terrestrial, supernatural and inter- 
planetary. Brutality is the keynote. 
It is self-understood that such a 
pattern in a mass medium does not 
come from nothing. There must be 
clues in real life as to why vio- 
lence is in the air...” 

But, what all media need right 
now, he says, 
sadism. What they do to children | 
is that they make them confuse 
violence with strength, sadism with 
sex, low necklines with femininity, 
racial prejudice with patriotism 
and crime with heroism.” 


“T am _ convinced,” 
Wertham, 


says Dr. 


“is a rollback of | 


“that in some way or) 


|}other the democratic process will 
assert itself and crime comics 
books will go, and. with them all 
they stand for and all that sus- 
tains them. But before they can 
tackle Superman, Dr. Payn, and 
all their myriad incarnations, peo- 
ple will have to learn that it is a 
distorted idea to think that democ- 
racy means giving good and evil 
an equal chance at expression. 

“We must learn that freedom is 
not something that one can have, 
but is something that one must do.” 

(“Seduction of the Innocent” is 
published by Rinehart & Co.; the 
price, $4.) 


DELL SAYS 90% OF 
KIDS BUY ITS BOOKS 

New York, April 15—Nine out 
of ten children in the nation buy 
at least one Dell comics book ev- 
ery month, according to a study by 
Dell Publishing Co. 

“Even before the research,” said 
Mrs. Helen Meyer, exec. v.p. of 
the firm, ‘‘we knew our acceptance 
would be as phenomenally high as 
it is because our comics are good 
comics, and not in any way associ- 
ated with the small minority of 
publishers who concentrate on sen- 
sational trash.” 

Dell, which sells more than 25,- 
000,000 comics books a month— 
about one-third of the industry 
total—publishes such titles as Walt 
Disney, Lone Ranger, Howdy Doo- 
dy, Pogo, Little Lulu, Roy Rogers, 
‘Gene Autry, Tarzan and I Love 
| Lucy. 

Mrs. Meyer said the “excellent 
quality of the content” of Dell 
_ books has won them acceptance 
'by Boys’ Town, Beth Israel Clinics 

for Children and other welfare 
groups. 


PUBLISHED BY CAPPER PUBLICATIONS LARGEST AGRICULTURAL PRESS IN THE WORLD 
Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angles and San Francisco 


rer “ is eae TR Se ie EE ia in ee oe : ot earns atte Sh gene sai qe gh Te tee : bie 8 NST st et ed er ae ‘ i : Cha Rema eee eS Servite £1 es og ee ity pee ie 
ef regen erate Sierceos Oe ye eis so Py Aa sa ee Ve hue a Fg ee ey ae ane alk Seale ata Sf BE! RY So oe ere 7 Seon i ke aa Fi, AN eh ae eRe Poe rise YAO deca rae iNeed oe rae! "CER as 
PES rath aegis 0d Rs a Aa ae oh rea, Cala ae ibd ae Or tat Lee ainda reer RR aaa eh eg cin So ictal Ae See Oe eae cep e oe soos i serie: fight yb Rae ee a 
Pipei te eek eo a te ea Se ats eater ir ae aera se aegmee ce Ga e E sT oees SP FS A Ct a i ei RR oc ck ORR a. Saas a ae os Gack ei tI Cm nat 
Gi ariiy a2 py, Mee eae eee ne ; Fe Sea mene cS UC ta : eee oe ee = Saag et deta eee ete see Tia ome heen nae a Beate Ne eel AS nee, |: a ee ar cpa Ro gn Cee a if oe per Fey a et ae Oe heen ae OMe RE Te ep 
Mee ees ie Ore ee Pe ae We gS ii oe ee eee aed SO aay ime sg meet; tees ae oe ee Tr We Yee ee a, Lee 
se Ce te a, aes 5 a is es a ee FAN est ae ee: eae ¢ neers . ni Sie seas SRR i tana Page peak Vee wine Fe eg ne SOE os MR 9 Ove SRR Bini et Serres Sata Ue gs Src er Sts ga 
se a ee eta Met. : : wae is Rk aa pone Gime Ge Ee ae P cn Sais es fs Laie eS ae ; eas s acing ie ee neta bi ea ee at Meee Pe hy ge Bee ne 
S mie ees 2 ame Pe ‘aeaeies nae s fe 4 et a S 
; ee ae 
; f . m eee 
. 82 ics P a et exS 
Advertising Age, April 19, 195% _ 
— 
ge : 7 - 
. remanent { + 
es to ee :|—hUuaVwxw A 
q : 
’ a — te cere > 0 fra } ‘ c 
% . oa ‘ ee a awe ee 3 ae 
; . . 4 4 bs m Fae 
F Ze 5%. ; . F 3" THe me 7 an 
: “ i flies a he eed i . ches neler . 
_—“ Cid Sear: iz 
= ae om, eo A oem reno 
eae “= aoe ee 
ae ees oe . ee ae es 
Toh eee : es, Ss 3 et BRS et oa 
tee hiecage , ee ea, 
ube, ee ae Pe Mega oie ° _ ee 
Ss 3 aa oan 
; - ) SP ee ee < ' os 
— a i egies ; 
: . yf r Roe he i 
sonra sone Mi “4 i < ay an ’ 
3 * eet weeny sere . - ee i 
Re Sek me een & & - 
~— —y “ Ly 
P ; ; ae : 
“Ss Veprtme 7 eh i 
, ‘ = aos H 
i eta anaes conan eceecoesntstannigran _ a < a 
ah i = ¥ : ene vg : 
* c 
te es oe i re 
*, 7 ™ : P 
‘ Poe i Barts su 
” | FS : ’ ee 
- ei 
p : DP, a Dea 
: = | . 
2 eon tae 
§ tae 
—— ee Ty 
2 i eae 
ee 
4 BAS th tas 7 ea a ea aes i ice 
“s bs : = Me ics SC ee CN eerie ee ae | bie ae 
e Breyer eteant 7-1) Rae asda t aaa rae 
cn ee a hee. ee Seo RO mr Rae hey OF a Bsa | S65 7 
: =i . ty i rss eee ee aa Teng ae 4a aes b he 
= % , e sit a mao 
z Sas Na % 
Ne : ] a eh Bas i ae 
- - - as ae 
F , ‘ pie: i 
Sa Mae ‘ Sia = ees a : * Pe 
' - bi | oe 
nl ' 4 . 
| i ss 
pe | % 
ee ; 
hs j | a 
F =e 
: Po | | 
oe Set eco 
i fs 
' Fg 
" = 
ie | Bee er ie 
Ra | Anis 
| e 
ee | F as 
| ees 
be ; oe 
ae | eee 
. cy 
: Sie 
¥s | ae 
: | ; 
, | ao 
ie 2 
as Rey en 
rea: a ee 
ee : 
’ 2 
ise aie 
noe oy 
Rs: ceelss 
5 cos 
* , y Pig eas. 
i ia SK. ; eet te 
nee : i Bes i 
me ; sie 
Be : eo: 
<= oo 
a SNPS , er at 
miiee 
x “ F: ' = 
: 7 aoe P| @ 
SS UE IE, : gta 
- " y ct 
f : aes 8 ‘ res f ¥ che: aie Sa, eae ne 3 ie Bake Saeed 4 + oS ee Nem aS, Ate ON Bd il = a aT a se s ey 
ot i oss an ota mee Ae eee i oer ee “7 f a ibis : OG ge Gees Perea ary 3 ae : eae . ee 
ie oi Jedi ‘ : i ct es 5 % Be aa ; Hee! Cease rae awh . eee sete a ah ge 
Z wns i i : i ae es 2s Rae ae +2) 4 J ; ee es 
TT ac | ee 214) ar eet . ale ae AR el an ‘ 
ls “ Ey. Renae ‘ se ac ; Cine: ele et bon = 
Er eae Sa otic ‘ ; pi a ae ees cee Sn : : i 
Shs i " oe : = sane isk reine see Medi oN oo : i 
: . , a ’ i rs gets peat ay ms ee ey i 
ars owt .w eee. Sot = % = ice St Ai a wi eee: og e _ of . 
’ ‘ oh : jon Pk eae “ite ‘ Sete , Sa ee 7 eee : e iy 
am 4 yl ae Peete eae: ri ee a MS eaten is aaa pioneer mg ners 2 
see ; og daa ae a: eles on aa ee SOS ste Tran evn ety a oe piece ao Sepa r 
im ' i 
ri | z 
¢ Je £ aes % ; 
; ’ s ‘ ; £ ape 1 i ae eA +, 
ie es 7 an i 7 # 
a , 
i 4 ’ ‘ 
; . . = age ta " 
: ee : , 
i. ye a ’ . = 
2 cate. Nao " v 
J | " v as ata . = 
. . guys a ag 
Fe - > sie a --: 
: = oS oe . = a 2. 
4 e >. " A nn sn ein eimai - Be . we : 
$. "a ' 
> ie 7 ; 
Rar ae. - 1 
i ; oh yee ; ? ‘ E 0) ee ee : es ; f ‘ ‘ = ; 


Advertising Age, April 19, 1954 


U. S. Truckers 
Cite Carriers 
for Ad Drives 


(Continued from Page 3) 


lot’s trade paper campaign. “Thru 
Service to New England at Single- 
line Rates” was the headline of 
the second award advertisement. 


= Super Service Motor Freight 
Co., Nashville, won first award for 
best direct mail pieces. The win- 
ning award, headed “Now—in the 
Heart of Manhattan Super Service 
offers the full facilities of the New 
York Port of Authority’s Union 
Truck Terminal to speed the han- 
dling of your New York freight—,” 
was cited for its straightforward 
statement of the proposition, its 
demonstration of shipper benefits, 
its adequate pictorial handling, 
and its employment of quality art, 
photography, type and printing. 
Second award went to Dohrn 
Transfer Co., Rock Island, Ill, for 
a booklet, “Ship Via Dohrn,’ | 
praised for its “tell-all’” quality 
which “gets through to the ship- 
per” in an easy-to-use point-of- 
service listing. 


= More than 450 top sales execu- 
tives attended the customer rela- 
tions council’s annual two-day | 
meeting at which the awards were 
made and discussed means of im- 
proving sales techniques in an era 
of tightening competition. The 
council’s aim is to promote, within 
and for the trucking industry, 
improved merchandising of motor 
carrier services and improved cus- 
tomer good will. E. G. Lackey, 
secretary-treasurer, Pilot Freight 
Carriers Inc., was elected chair- 
man of the organization. 

Judges of the awards were 
Thomas C. Hope, general traffic | 
manager, Montgomery Ward &. 
Co.; John W. Ladd, president, | 
Ladd, Southward, Gordon & Don-| 
ald, and G.D. Crain Jr., publisher, | 
ADVERTISING AGE, Industrial Mar-_ 
keting and Advertising Require- | 
ments. 


Dailies Spend More 
Than $40,000,000 to 


Overhaul Facilities 


New York, April 15—Lots of. 
newspapers have been improving 
their plants, according to the. 
American Newspaper Publishers 
Assn., which reported that .585 
dailies invested more than $40,- 
000,000 in capital outlay last year. | 
Upwards of $26,000,000 is expected | 
to be spent this year. 

Last year’s total went mostly for 
new production equipment, but 
many papers were moving into 
new plants, building additions to 
old plants, or modernizing exist- 
ing plants. 

Cranston Williams, ANPA gen- 
eral manager, said the spending 
shows “a realistic outlook by pub- 
lishers even in the face of con- 
stantly increasing costs to produce 
newspapers.” 


Perry Named Ad Manager 

Roger C. Perry, advertising in-| 
structor in the journalism school | 
of the University of Minnesota, 
has been named advertising man-| 
ager of Scholastic Editor, Minne- 
apolis, official organ of the Na- 
tional Scholastic Press Assn. and 
the National Assn. of Journalism | 
Directors. 


Publisher Names Sutherland 

John S. Sutherland, formerly 
with Minnesota Mining & Mfg. Co., 
has joined the Chicago sales staff 
of Rogers Publishing Co., publisher 
of Design News and Purchasing 
News. 


Chicago Show Expands 

Chicago Show Printing Co., Chi- 
cago, has established a new pro- 
motion department for its point 
of sale advertising division. Rob- 
ert R. Snediker, who joined the 
company in October, 1953, has 
been named promotion manager. 
Jesse E. Lehman Jr., formerly in 
charge of advertising for both di- 
visions, will continue as advertis- 
ing manager for the Mystik ad- 
hesive products division. 


Rockwood to Paris & Peart 
Rockwood & Co., Brooklyn, has 
appointed Paris & Peart, New 
York, to handle advertising for its 
Rockwood chocolate and _ cocoa 
products. Young & Rubicam, New 
York, is the previous agency. 


Ennds to Donahue & Coe 

Pearson Pharmacal Co., New 
York, has appointed Donahue & 
Coe, New York, to handle the ad- 
vertising for Ennds chlorophyll 
tablets. Harry B. Cohen Advertis- 
ing is the previous agency. 


PETER ARNOLD KRUG, radio-ty head of 
Hicks & Greist, New York, has been named | 
radio-tv director of Calkins & Holden, Car- 
lock, McClinton & Smith, New York. He re- 
places Henry Hull Jr., who has resigned to 
become a television consultant in England. 


Toolin Joins Gil Sayward 

Donald H. Toolin, formerly with 
Maxon Inc., Detroit, has joined 
Gil Sayward Associates, Fort 
Lauderdale, Fla., as an account ex- 
ecutive. 


Kinnard Merges with Colle 

Kinnard & Kinnard and Alfred Principals in the merger are Al- 
Colle Co., both Minneapolis, have 
merged and will operate with com- 


'bined staffs as Alfred Colle Co. 


fred Colle, Brooke Kinnard and 
Mrs. Lucille Kinnard. 


"es qu'il y o de mieux 


enseignes et réciames. 


* eS 
Lo mejor en anuncios y 
exhibiciones que muestran 
el punto-de-venta, 


au point de yue vente en 


RE 


*the very best in point-of-sale 
signs and displayers! 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 2, OHIO 


“Our selection of House Beautiful is not based alone on 
personal preference but on...what House Beautiful 
does on the ‘front line’ of Selling,” wis w. screw. soies 


s7 
estaonisneo *° 


D HOLMES & © 


ARCHIBAL lannfactarers of Wiltor 
Manuf! a 


nc 


SON 


October 2°: 1983 


oRPoORATEO es 


» Carpets 


treet 
aveNve AND * pega 
Rie 
; <aoesre™ ai 
PH 


Vice President of Archibald Holmes & Son 


publisher 
rd Hoefer. — 
Mr. RM EAUTIFUL Magaz 
pa Maio ines 7 
New Yor - 
in our P 
Me en share 
we pinay e like to have our sales™ | 
r 
of policy» w oe 
As 3 matter = | - ' 
a “ concerto (ES wilt proadloo 
nae we eet ertinent t " 
cho 
ion 
ce for nat ye 
corn otion picture — “i sone ss a 
" ny enh al of the po 
TIFU consiste _ peter: - . 
tr a a :: Z peree vertising part ve 
% og tak rm ery — market e resente 
Mest ie on 4 with the quali \. | 
Font erly those conce yt your magazine Mr. Archibald M. Holmes 
articularly 4 . a 
wilton proadiooms. oe _ ‘ we 
ni nm the mo 


we thought you 


bec ause 


BEAUTIFUL 
realistic fac 


nc crimina 
It is our experi. st be equally dis 1 so muc 


wiltons 


media. use BEAUTIFUL. 


with HO 


meg ee 


¢ sells both sides 
of the counter 


ts 


i! 


know wh . 
wee weed confidence © : ee 
ged alone on gorent. + P -o 
. re HOUSE BEAUTIF 
° 
e in working © 
that is why we fee 


cordially yours, 


s & SON 
"i 
. , a 


ald M. Holmes 


Archib 


vice president 


572 MADISON AVENUE, 


SALESMEN CAN TELL! 


House BEAUTIFUL “consistently 
comes through” as the choice of 
Archibald Holmes salesmen. Consult 
your own sales force. They can 

tell you how it pays to be a regular 


House BeauTiruL advertiser! 


NEW YORK 22, NEW YORK 


Peper een Be Ne Pear 3 Sth ice ble 460) ar ee at etiaaeil pars Bt. ik (ova ak a fi i nea Sane ele ae a Fe ae we ogak ie 2 AE a NN Gi ient agers r RL HO ape Ue Oe Ie Bs Area (aaa SY ne a ee ie. eee riage <8 
ae TES RS bres Sigh inte ek ae, SE CT eee BAT gi SO ah PE Dan Meet CT ae ai Ca ei tin eR A eens Seam RE Soy ou WCU a seats 4 Dany a alone a eC omar mre pA eee ik cake Bde sg gan’ ve | age base ee ag) State = Fiat , 
ote pee eg ee a aa RON. a RRR Sa ae eee pats re moretcn reek Po) Beit Ske Oe ae i te he haan wha Mie erecta Wes Be caged ak Te Ne Ee ee ES | eta SURE Ms tae sae rg ana te Basen Cee a 
gris uted alee Fiat es erie ts nie estar : Sa ete aoe se Rt se < SS Rees ee OUP ER, Ming am kg oe epg Et ae a eciaen PR e ercienn a s .') - eoaeeae ce. ed Eee Si se ieee Le Sect at Seu ea Cee ae 
. x See Page a? ims eee Se os Seip Ri ate, eae ieee Er ieee. os as (RRA AEDS AS TR AR crated cer See id hoy ae ees m eet po is i 5 oe Be! <. ee ees iS ite . % wits is 
are ge ee. eee acai at cS Ae cg, , aay ey a $ “38h pee ORFs = +E a Se ; ae ae = By mee eS Be ‘ Cy : = tie - ; Resse goat Ane 
‘was Pet 
ty ama : 
oe 
b io 
oa 
& ee 83 
: a, | : —_ 
hr ay ieee Mh et coed s 
ze: — o bees ie eee a ee ae et 
— SA ; og epeatectas pat anal A Lg ec wean <i! 
Biz si: Seen ee on 
ane e — ~ * aes SSS et 
Perce a ee eT 7 
; a oii ‘ . " Oe } 
ees > oa Saul 
; ‘s F ee es. ep Po ae 
; : age Se cae } 3 g Gigh 
: | rh 3 — ~ a to . : : —_ SS ey 
- — | ee = —— ante on es s | — SRE SINS am, 
cee | be eee ce | Sans 
aa | “Ss : Ropes ae | 
Fo a 
q 4 | ee . : 
ai & Fs 
‘ Se : 2 7 
te ! Rie — test: 
ie i 4 ai sneer LS 3 : oe ene 
0 eas E Sty, 2 = 
i. Pag 
Ba : x : 4 — 2 A ‘ ~ oe . = 
Boe : ‘i s y wee 
ie | 4 @ a Seay pee: 
g Z $ ieee 
aes | ws Pr 
as FS AT pa Ste 
oe | & oa : : ea 
rater Sy os : : : CITE ERS" SRNR REBICLE FS SERRE SO 3 ae 
Rate | Re ES Y pes 
ha " 
ae i —— eee ere eee CsCl OOM__ _ a — EEE ie 
ite se 
ae ss 
4 Mees 
Sa pice 
id= 
= : "3 3 
| eoagg : : 
te om 
Tea = fee 
it = ees, 
‘eas SS ee ee ee ee ee ae eons 
ake Se ee 2o ee A a 8 a “= e aS Ts 
agen Bitches. a Ri ae ES ce a 
net Se ci SS NaN al tr ean mA 
i Ree ee rn ee 5 oe we 
ee “a 
Sas ~~ a 
: an . el ree 
ci, ae 7 2 
et - a — . e a : 
ee | week 
rs eu 
ae eas 
a. pgs 
rag 3 m 
eee een 
San Seige 
(Rey oe 
aie Re 
se | pea 
oe Saag tee 
‘ie : et 
r « i fom 
: “front line is 
ae MES eile 
o f r HOL ce es 
{ : ? jon — of gavertising me 
ee pelecti intend to stay a 
en in and in abt 
= Bee oe : 
z ae, 
= a 
‘ pares 
‘ cad 
rit 
ui or: 
=. a 
? Hhuw . 
: | : 
, IW / 
‘ -8 : 
ae . * 7 “ 
i ad | 
: . * , 
j by ¥ ‘ : ed 
; : ve 
+ ‘ - OES 
4 ‘ (a+ = - : 
‘ bees : = % . - . 
U vi’ =k é 
) = ie ee 
i. 4 - 
{ / Z : p® 
| a 4 
' | ~ . 
| pe } | 
5 att 
= ag MAGAZINE @ 
:; | es) 
at . : % 
te ie ae Ee ¥ a - ‘ee é : ei . ‘ i ‘ : J : 2 : y di : A : eet Maeda ar ‘ a ; 3 i 


First 


Quarter Report 


on Advertising Investments 


in Leading Farm Magazines 


(JANUARY — MARCH) 


] udging by advertising investments for the first 
quarter, 1954 will be another good year for farm 


magazines—FARM JOURNAL especially. 


In total revenue and in revenue leadership Farm 
Journax has grown again. More and more adver- 
tisers are recognizing FARM JOURNAL’S position as 


the dominant leader in a big field. 


These are the PIB dollar volume figures of the 
six leading farm magazines for the first quarter 


of 1954. 


Nationals 


Regionals 
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